











Turn Over a New Business Page 


JONES NATIO NAL Center is A patented SEALING 


held in STRIP that SEALS thx 


and NATIONAL BASE- saunteicd JONES-NATIONAL 


two lugs 


‘CISTERRS in her REGISTER to the box 
BOARD REGISTERS ‘ahi nies 


Will Give You the “Lift” you 
are Looking for tn 1931 


vWv 


Better Registers, Better Finishes, Better 
Designs are oftered in U. S. Registers 
whether Baseboard, Sidewall or Floor 
Registers, or Faces, Grilles or Screens. 


Do not be misled by claims of some manu- 
facturers. We do not claim to furnish 
ALL of the registers used, but we do 
truthfully state that we are exclusive man- 
ufacturers of the .world’s best lines of 
registers and are 


not affliated with A tall Turn 
Or owned in any of Button 

way by any pro- Fastens Center 
ducer of furnaces. to the Frame 


For Your Approca! 


the PANAMA—4 Real Design ‘lso the NATIONAL— 
for those who prefer a { Design that is 
beautiful Bar Type Pattern improved with age 


| 


Steel Floor Registers 

U.S. Special Steel 
Faces 

Lt. Ss. Steel Grilles 

National Dampers 

Damper Clips 

Tail Pieces 

Furnace Accessories of 


All Kinds 


Vo. 21 


VY YY TTT} 
Jue TY YY See Our Catalog 





, , a hl ’ ia bh ‘os . . ‘ a bb . ‘ a. hid bh . ‘ . . ¥ ‘ ‘ ’ 
’ a 4 4 4 s4a8 . 4 ee 4 484 484 oe 4 4 “ 


General Office and Factors 


MINNEAPOLIS. MENN Branch Others and Pactories LiBANN NY 


O9O.2LIS Cedar Ave KANSAS CITY MO 5-9 Jack-on St 


DENVER. COLO 840-530 Wo Sth st Los ANGELES. CALIE 

















VE 
SU 

















December 20, 1930 





AMERICAN ARTISAN 3 


CARLOAD BUYERS 


We Have a Special Proposition for You—Write for Details 


THATCHER 
QUALITY 
assures 
SATISFIED 
CUSTOMERS 


Pai 








SATIQFIED#: 
CUSTOMERS 
will 
INCREASE 


YOUR SALES 


=) 


THATCHER METEOR FURNACE 


Is your work finished when you’ve packed 
your tools and left the job? If you install 
Thatcher Furnaces it is, for Thatcher Deal- 
ers know they will not be called back to 
make minor changes and adjustments. 


Thatcher experience—since 1850—has de- 
veloped a line of Warm Air Furnaces of 
such qualities and workmanship, that their 
installation is a quick and easy matter. 


Their efficiency is equally high and their 
economy in operation has long been famous. 


If you act now, you will be money ahead 
a year from now. Prove it to yourself by in- 
stalling Thatcher Furnaces in 1931. Your 
installations will take less time, your com- 
plaints will be fewer, and your collections 
easier. And think of the many friends you 
will make. Write for catalog and prices. 


Makers of the Celebrated Thatcher Tubular Furnaces 


THE THATCHER COMPANY 
Newark, N. J. 
341 North Clark 1a 


THATCHER 


BOILERS-FURNACES-RANGES 





Published Every Other Week by Porter, Spofford, Langtry Corp., 139 North Clark Street, Chicago, Illinois. AMERICAN ARTISAN—the Warm 
Air Heating and Sheet Metal Journal—entered as second class matter, January 29, 1930, at the Post Office at Chicago, Illinois, under the act 
of March 3, 1879. Formerly entered on June 25, 1887, as American Artisan and Hardware Record. 


INDEX PAGES—58 and 146 


[VOL. 99, NO. 26—$2.00 PER YEAR] 





BUYERS’ DIRECTORY—142 and 144 
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UT that fact, in itself, is not important! 


The IMPORTANT part is that during 
these 49 years we have been accumulating 
experience and knowledge that make us better 
able to produce the BEST STEEL WARM AIR 
FURNACE MADE! 


We learned—years ago—facts in STEEL 
furnace manufacturing that some firms now 
in the business will discover at some time in 
the future. 


We have pioneered in many features that 
some people used to disparage—and which 
_are now “standard” features of the STEEL 
furnace industry. 


For many years we have—day in and day 
out—hot-riveted the cast-iron fronts to the 
steel drums of the WEIR—and yet you will 
find many people today who say “it can’t be 
done.” (These rivets—put in under tons of 
pressure—don’t come loose and leave cracks 
for gas and dust leakage as bolts do!) 


Every WEIR furnace has a serially-num- 
bered plate giving, among other things, an 
honest rating or heating capacity based on the 
warm air heating research at the U. of I. 





Mention AMERICAN ARTISAN in your reply—Thank you! 
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HIS top view of the WEIR gives an exact 
picture of the size and proportions of the 
main drum and the EXTRA-HEAT radiator— 
and how thoroughly the WEIR keeps heat from 
escaping up the flue is best shown by laying 
your hand on the smoke pipe of a WEIR some 
wintry day. 


But the Past—Like 1930 
—is Past and the Future 


‘is Calling to Us 
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We here at the WEIR plant have plans that 
we are not yet ready to divulge. A hint of some 
of them is given in the picture to the right 
where you see the WEIR DE LUXE—a square 
steel casing of double-wall construction and 
specially designed to house and hide and pro- 
tect special equipment that makes it a De Luxe 
job in all that the name implies. 


Other plans and announcements impend. 
We are making ready for 1931 on a scale— 
and with an enthusiasm—worthy of what we 
believe the year will bring. And with a slogan 
of “There Is No Substitute for Experience” we 
are fully expecting 1931 to be the biggest year 
WEIR DEALERS have known. We invite you 
to be with us. 
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Entirely New, from base to cap, this up-to-the-minute furnace establishes a new 
standard in warm-air heating values! With it you can now satisfy the demand 
of the present market with “More for the Money.” 

Check these features—compare Agricola ratings with others—see this outstand- 
ing leader! 


9 One-piece radiator 
with smoke and 
cleanout collars cast 

on. Large air pas- 
sages around dome. 


| Radiator cleanout col- 
lar extends through 
the front. 



















Feed section extends 10 Deep cup joint. 
2 


through the front. 


tis 
whet ll Heavy, ribbed com- 


bustion chamber 
with extra large 
heating surface, 


3 Smoke consumer ad- 
mits: blast of heated 
air;#lirectly over fire- 
bed.: Adjustable  in- 


1Q Deep cup joint with 

4. Water coil connection overlapping flange. 
- each side of feed 
oor. 


Slip-over front in 
ae 13 two sections, 





5 Large, properly placed 
water » convenient 
for filling. 

14 Choice of heavy 
ribbed one or two 
piece firepots. Self 
cleaning; extra 
large, heating sur- 


6 Waist high shaker 
aces. 


handle. 


1 5 Deep cup joint with 
overlapping flange. 


rf Ash pit section ex- 
— through the 
ront. 
16 Massive one-piece 
base ring and ash 
pit bottom. 


8 Choice of triangular 
bar or duplex grates. 


Each size of AGRICOLA “SUPREME” has a greater heating 
capacity. For example: the 24-inch size has a rating of 645 
square inches (Standard Code Rating). 
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QUICKLY INSTALLED! 


Speedy and trouble-proof installations insure in- 


creased dealer profits. Agricola “Supreme” was 
designed for fast and easy assembling. Deep cup 


Pi TESA iy = andl 
- 


joints, slip-over front, one-piece base, one-piece 
radiator, etc., are a delight to every installer. 





This NEW furnace cuts service costs to a 
minimum. Ash pit and feed sections, as well 
as the radiator cleanout collar, extend en- 
tirely through the front. The front sections 
slip easily and securely into position. This 
dust, smoke and ‘gas tight construction elimi- 
nates call backs and assures complete cus- 
tomer satisfaction. 


It will pay you to investigate the AGRICOLA a 
proposition for 1931. | 





Write or Wire Today 








: Say you saw it in AMERICAN ARTISAN—Thank you! | 
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“FURNACES 


The Sunbeam Dealer Proposition for 1931 is designed to supply the demand of 
heating contractors for greater profits. Here are some of the points which have 
attracted thousands of dealers. 











A Complete Line A pi ie line of quality heating plants; a furnace—cast or steel 


or every requirement and every kind of fuel, resulting in larger 
quantity discounts, lower freight rates and the convenience of having a single source ‘of supply. 


Low Price Consistently low prices made possible by volume production, scientific manufac- 
turing methods and tremendous purchasing ability. 


Quality Sunbeam Furnaces—cast and steel-——have every worth-while feature that can be 


desired. In addition, they embody numerous innovations found in no other heaters. 


Easier to Sel] There is 20 profit in any furnace until it is sold. Sunbeam provides 


unusually productive equipment for salesmen; proven merchandising plans; 
and advertising programs that locate prospects. 


Better Time Payment Plan You cannot abtain a satisfactory volume of 


the high-profit replacement business unless 
you offer deferred payments. The Sunbeam plan is operated on a non-profit basis for the sole purpose 
of making these advanced furnaces easier to sell. 


Before you make any commitments for 1931, learn what the world’s largest makers of heating 
equipment have to offer you. Compare it with your present proposition when there is no one to influence 
or bother you. There is no obligation. 


A minute of your time to fill in the coupon and address an envelope plus a two cent stamp may 
prove to be the insignificant investment that returns many thousands of dollars to you annually. 


THE FOX FURNACE C6O., Elyria. Ohio 


A Division of 
AMERICAN RADIATOR & STANDARD SANITARY CORPORATION 





THE FOX FURNACE CO. 


We are willing to investigate your claims and compare your 1931 Dealer Proposition. 
Please send complete information at once. 
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The NEW YEAR brings 





New Opportunity to 


your door 


The 1930 depression, like every cloud, 
has a silver lining. It means a bigger 
1931. People who bought only what they 
needed in order to get by will have to 
purchase heavier this coming year. In 
your business, people who patched and 
made temporary repairs on their heating 
systems will have to replace worn-out 
equipment before another Winter rolls 


around. 


This is true in every line of business. 1931 
cannot be anything but a year of bigger 
buying and greater prosperity. These facts 


are fundamental. Knowing in advance 
that 1931 is going to be a good business 
year, you can be prepared to take advan- 
tage of this golden opportunity. 


Tie up now with the furnace line that 
offers you the greatest amount of per- 
manent profits, and the type of service 
that enables you to build up a list of 
satisfied customers. Look over the Front 
Rank Franchise. Investigate the extra 
features of service that Front Rank 
offer you. Write, today, for the details 
of the Front Rank 1931 Selling Plan. 
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Here is what 
Front Rank offers 
you for 19312 


Fe 


A Heating System 


.-. designed by expert heating engineers, it embodies 
the latest practical improvements. For instance—it is 
the only furnace having triple protection against gas 
leakage. It is riveted, caulked and WELDED. It is 
built of copper bearing steel—does not need a direct 
draft damper, nor any other freak feature. There are 
two openings from dome to radiator, and the bottom 
of the radiator is a one-piece casting, easily cleaned. Its 
feed and ash pit pouches extend thru the casing. It has 
longer fire travel and more radiating surface than ordi- 
nary furnaces, either cast or steel. ~ 





... the De Luxe Super Air model gives you forced air 
circulation, automatic humidifying and temperature 
controlling devices, air filters, ozone diffusing machine, 
and other complete air conditioning features. 





. +. proved to be 80 per cent efficient, using gas, oil, coal, 
or coke fuels—a feature few other furnaces can claim. 


... backed by an organization with 43 years of experi- 
ence in the designing, constructing, and installing of 
heating systems. 





... that is enthusiastically endorsed by over 100,000 
satisfied users. 


.+. With an engineering service upon which you can 
draw in the planning and installing of heating systems. 





.-. that you can sell with an absolute-factory guarantee 
of satisfaction. 

... that has been, and is being used in structures cost- 
ing from $5,000 to $50,000. 


_ Write now for the details of the FRONT RANK Franchise 
and the FRONT RANK 1931 Selling Plan. 








Langenbers Mig. Co. 


4545 Euelid Ave. Saint Louis 
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The TT TAN-1200-FURNACE 


A HIGHER CODE RATING—A NEW GRATE DESIGN 


€ 
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IN ANNOUNCING THE I TT AN —series 1200— 
WARM AIR FURNACE AS THE MOST ADVANCED 
CONSTRUCTION—THE GREATEST ACHIEVE- 
MENT IN THE HEATING INDUSTRY IN MANY 
YEARS—WE ARE CONSCIOUS OF THE EXTENT 
OF OUR CLAIMS. YET THE FURNACE WE OFFER 
BEARS OUT THESE CLAIMS TO THE FULLEST. 
STARTING WITH A FURNACE RECOGNIZED AS 
ONE OF THE BEST—THE TITAN SUPERHEATER — 
OUR ENGINEERS HAVE BEEN AT WORK FOR 
THE PAST THREE YEARS, UNDER ORDERS TO 
DESIGN AND BUILD THE VERY BEST FURNACE 
EVER MADE. “THIS FURNACE MUST RANK, AS 
A HEATER, WITH CADILLAC OR PACKARD AS 
AUTOS—ABSOLUTELY THE FINEST THAT ENGI- 
NEERING SKILL CAN PRODUCE.” SUCH IS THE 
TITAN 1200—WITH A HIGHER CODE RATING 
~THAN OTHER FURNACES ITS SIZE AND TYPE— 
A STRIKINGLY NEW DESIGN, COMBINATION 
GRATE OF MUCH LARGER AREA. ASK FOR DE- 
TAILED CIRCULAR IF YOU WANT TO SELL THE 
BEST FURNACE ON THE MARKET TODAY. 


Standard Foundry and Furnace Co., De Kalb, Illinois 
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Again WATERBURY Leads the Way—- 
Another Step Forward In 
Seamless Furnace Construction 


Waterbury offers dealers a unique 
Merchandising Sales Plan, that helps 
them make sales and build a profit- 
able, permanent business. It is a 








part of the Waterbury Franchise. 
Ask about it. 
Now comes a new Waterbury, with added distinctive fea- : 
tures found in no other furnace. The body and front is 
formed from a single piece of heavy steel, making it even 
fied warm air heat, healthful and comfortable, is not only 
assured, but GUARANTEED by this permanent gas-tight 
construction. And of course, all steel parts are uncondition- 


more serviceable than ever before. Clean, properly humidi- 
ally guaranteed for ten years. 


A new catalog containing complete information and mechan- 
ical data of the new Waterbury Line is ready. Write for a 


copy. 


The Waterman-Waterbury Company 


1122 Jackson Street N.E. Minneapolis, Minn. 
Complete Stock Carried In 


PHILADELPHIA YAKIMA SAN FRANCISCO PITTSBURGH CHICAGO KANSAS CITY 
Say you saw it in AMERICAN ARTISAN—Thank you! 
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Wise 20 Series Cast Furnace 


The Wise 20 Series Return Flue Radiator Type 
Furnace boasts an exclusive patented radiator 
construction which eliminates the objectionable 
dirt collecting and clean out nuisance of the 
ordinary flue types. Feed chamber and top 
radiator are constructed to allow communication 
between them bringing the opening of the fire 
flues of the radiator directly into the feed 
chamber. 


Wise Super-Efficient Gas Furnace 


The Wise Gas Furnace was designed by engi- 
neers who through long experience are pro- 
ficient in the art of warm air furnace buildi 
and in the circulation and proper distribution 
of warm air for heating. The accompanying 
illustration reveals the unique but scientific 
construction which provides for efficient utiliza- 
tion of the heat units, the disposition of radiat- 
= surface and a form of construction for 
efficient and economical application of warm air 
heating. 


Wise dealers have profited and satisfied their customers with Wise furnaces for 

over thirty-seven years. Write for catdlog No. 23 which illustrates these three 

quality furnaces in detail. Progressive dealers in open territories can secure valu- 
able exclusive agency—ask about it NOW. 


THE WISE FURNACE C0.+++AKRON, OHIO 
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IS 


A Single Reliable Supply Source 
for 





Quality Type 
COAL AND GAS 


FURNACES 


It will instill the confidence of your 
customers to have each type of fur- 
nace you sell backed by the same man- 
ufacturer—each the highest quality of 
its type. You can recommend them all 
with confidence and each line will help 
you to sell the other. 





Wise Open Dome Cast 

The Wise 40 Series Open Dome is thé 
grade furnace of this type made. 
It has a cellular one-piece firepot which sup 
an evenly distributed air blast, assuring cof 
plete combustion. 
It has an Elbow Shaped Flue Collar on the 
inside of the radiator turned up so the heat 
within the radiator must follow the castings to 
the top before entering the flue. Notice the 
heavy castings, ribbed firepot, shaker handle 
and correct design, 


COAL and GAS 





FURNACES 
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WESTERN 


The sturdy Western Steel Furnace has won 
its place in the high esteem of home owners 
throughout the country by its long-time serv- 
ice records plus its ready adoption of up-to- 
the-minute heating methods. : 


A Western Gas Furnace 


After the first of the year there will be added 
to the line a new Western, a gas burning fur- 
nace with all the quality and practical depend- 
ability of the old. Watch for further announce- 
ment in January. 


130 Commonwealth Ave. — Duluth, Minn. 


WESTERN STEEL PRODUCTS CO. 
















Group One Group Two Group Three 
St. Louis, Mo.—MacRoy Supply Co. Spokane, Wash. — Western 
Pittsburgh, Pa. — Pittsburgh ee ns ei Mon igen Co. Sreel Products Co., 228 
Part uluth, innesota—Mars “Wells Co. aciic ve. 
rien Py Seep ar = a Nebraska—A. Y. McDonald Mfg. San Francisco, Cal.—Pacific 
Ravenna, Ohie — Ravenna wes Sheet Metal & Furnace Ce. 
Susenek Caidiaes ar: “aa Nebraska—A. Y. McDonald Mfg. Winnipeg, Man. — Marsho” 
Sioux City, Iowa—A. Y. McDonald Mfg. Saskatoon iat wi ved 
Cincinnati, Ohio — Niehaus Co. : ! Vallance Co., Ltd. 
Furnace Repair Company ee Minn.—A. Y. McDonald Mfg. Resins, Sack. —~ Weed-Veb 
Fort Dodge, Iowa—Leighton Supply Co. lance Co., Ltd. 






Atlanta, Ga.—Moncrief Fur- cal . Edmonton, Albta.—Marshall- 
ennee Canaan Fargo, N. D.—Fargo Cornice & Ornament Wells Alberta Co., Ltd. 
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‘Te MONCRIEF line is 


always expanding, afford- 






ing greater values, broader 





service. You will do well 





to depend on Moncrief for 





all your needs in 1931. 







We supply everything used J 


in a warm air heating job 





\ 


THE HENRY FURNACE & FOUNDRY CO. 
3471 EAST 49th STREET «2.24. CLEVELAND, OHIO 


TAMAR ts” 
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Lennox Offers 
the world’s most complete 
line of steel furmaces 
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Including— 


Standard soft coal model with vertical smols 
travel 

H.C. type for burning hard coal, coke and ofl 

Oil Conservator furnace with special oval 
radiator 

Wood furnaces in all sizes and heights for 
burning any length of wood up to 48” 

Heavy duty types for church and school house 
heat 

Mammoth Hercules with long fire box and dou- 
ble radiators for handling heat loads up to 
800,000 B.T.U.’s. 

Torrid Zone Gas-Fired furnace for manufac- 
tured or natural gas 

Convertible gas furnaces for either gas or coal 
burning 

Equator steel furnaces, for competitive work, 
from $56.00 up 

Fans and air conditioning equipment of high- 
est quality - 





From the smallest to the largest—and all of heavy steel, hot 
riveted and cold calked for permanent tightness 








LENNOX FURNACE COMPANY, INC. 
Marshalltown, Iowa Syracuse, N. Y. 


Lennox Furnace Co. of Canada Ltd. 
Toronto Winnipeg 


THE WORLD’S LARGEST MAKERS OF STEEL FURNACES 
eee oeeee————————S————SSSSS 
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PREMIER Duo- WELD 


«America’s Most Beautiful Furnace” 
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Beauty is the thing these days. You see 
it everywhere—beautiful racios, beautiful automo- 


biles, even beautiful bathtubs. 


Yes sir! 


And do you know why? Here's the reason. Ihe 


women-folks! More and more they are having their 
say-so as to which and what is bought AND A 
WOMAN'S WEAKNESS IS BEAUTY! 


Take gas stoves, as an example. Show a woman 


two gas stoves. Which one does she walk up to and 
The 


ask questions about? You know the answer. 
one that looks the best! 


And that’s what is going to happen in furnaceland 
this coming year. Premier Dealers are going to set 
beautiful Premier Duo- WELDS on their sample floors. 
They are going to call on prospects and show photo- 
graphs of beautiful Premier Duo-WELDS. The 
women-folks are going to say: ‘Well what do you 
know about that! A really and truly good looking 


furnace! Tell me about it!’’ 


And when the women-folks ask Premier Dealers to 
tell them about Duo-WELD, do you think that 
Premier Dealers are going to be left tongue-tied, with 
nothing to say except that Duo- 


Beaulja! 


roller bearing duplex grates, its large double feed 
doors, its large roomy ashpit and deep firepot, its 


waist high shaker and all the other many Duo-WELD 


features that appeal so strongly to women-folks. 


And when the man of the house raises his voice, 
you can bank on it that he, too, will be told plenty. 
He will be told and sold on Duo-WELD’S armor 
plate construction, its double electrically welded 
joints that ten thousand horses can’t pull apart, its 
over-size vertical dividing plate radiator, its hot 
formed head and a host of other he-man features that 
make Premier Duo- WELD one of the most durable 


furnaces the world has ever known. 


Yes sir, Duo-WELD has guts as well as beauty! 
Fact of the matter is, Premier Duo- WELD is guaranteed 
for 10 years against most anything you can think of. 


It all comes down to this: WHICH SIDE OF THE 
FENCE ARE YOU GOING TO BE ON IN 1931? 
Are you going to be on the other side of the fence 
and see your competitors walk away with business 
with Premier Duo- WELDS, or are you going to be on 
the Premierside of the fence and have something to sell 
that your competitors haven't? 





WELD is good looking? Not for 
a minute! Premier Dealers are 
going to talk half the night about 
Duo-WELD'S automatic Direct 


Draft Damper, its easy running 





PREMIER 


WARM AIR HEATER CO. 
DOWAGIAC, MICHIGAN 


The decision is up to you, and 
if you want more information to 
help you decide, just write us. 
There is absolutely no obligation. 
WHY NOT DO IT RIGHT NOW? 














PREMIER of DOWAGIAC, Dowagiac, Mich 
Please send me a copy of the folder showing and telling 
all about your new Duo-WELD Armor Plate Heater 





a4 


% 

















While they last, folders completely illustrating and 
describing the New Premier Duo- WELD Heater 
will be sent to all dealers who request a copy. 
Asking for a copy of the folder does not obligate 
you in the least, neither will you be bothered by 
a personal call. Write for your copy today—there 
is no better time than right now! 








(No obligation.) Mail my copy to: 
1 FE be DU TWINS svi cinie ersie eee arose Ge wietecam as eis 
f PI Kacans Sons miicneecunnen 
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SELL this most complete 
line in the Industry. . . . 


ELLING heating equipment in 1931 is more than burners, tank heaters, registers and fittings ... a 
Sexe going to mean handling «complet, diversi- _ line of high reputation and advanced engineering 
fine that includes a heater for every type of design, in a price range that will enable you to meet 
++ to — the mit ipa uirements competition on an equal footing. 
ripe | of every customer. ou can't afford to lose sales ~— Three of the leaders in the Mueller line are shown 
due to inability to meet specific demands. on this page. For full information regarding the 
MUELLER offers you the most complete line in the complete line, address: 


industry. . . steel a ry sae er bie horn sete’ Ot __L. J. MUELLER FURNACE COMPANY 


furnaces, wood-burning furnaces, gas- 336 So. 2nd Street Milwaukee, Wis. 
furnaces and boilers, pipilans furnaces, ot se en Te ee Se 











Mueller Gas-Era Gas-Fired Cast 


Furnace 


Cash in on the rapidly growing market for 
me Seli this most modern of all 
ating plants. Fully automatic. Serpentine 
type cast heating sections. Multiple unit de- 
Operates with any kind of gas. If you 
are located in a natural gas territory, ask 
about the new, low-priced Mueller s-Ere 
pressed steel furnace. 






















Mueller Double Radiator Furnace 


Hiner Full Front Furnace aristocrat of Mueller coal-é coal-fired furnaces. 


The 
rth uality turn Your best bet for lacement jobs and 
Builders” Choice oe Bova bbetter-class new pee Has practically 
on ag ‘ait lessee twice as much heatin as the ordi- 
nary furnace of e : wee 
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TAKE he XX CENT URY 
193! 


PROFITS 









—the fastest mov- 








ing, most complete 
line of furnaces 
and heating units 
on the market. 















\ f \ Ny ~ 
’ or >: 
SF in 





AKRORY 









~o ” ad B® | | anne a 
a E' TUR Write for our 1931 Dealer Proposition 
The XX* CENTURY H. and. V. CO. AKRON.O. 
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TWO 
3 a “AFCO” 


| Super - Heaters 


| That Will | 
Make History i 
in 1931 , 


suo 





“AFCO Duo-Blo” 
Unit Heater 






*AFCO De Luxe” 
Home Heating 
Svstem—9 Features 


Two Great Markets 


The new “AFCO De Luxe” Healthful, Winter Heat- 
ing and Summer Cooling, System for the home and 
the new “AFCO Duo-Blo” Unit, a Winter Heater and 
Summer Cooler for commercial, industrial and simi- 
lar large buildings, open two new great markets for. 
the warm-air type of system. 

1931 standards demand something better than the 
old conventional type of heater and the dealers who 
are in position to supply it, will reap the profits. Can 
you afford to stand aside and let others forge 
ahead? 

Don’t delay—get the full facts about these 
two new and highly popular profit makers. 


4 


AESCENT.STYLI 


a 


Write Today 


AMERICAN FURNACE CoO. 


2719-31 Morgan Street BTS. a4 ee : 
St. Louis, Mo. ae Oe 
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Positive Circulation 


Bot h th e N Cw Automatic Humidification 


Filtered, Pure, Warm, 


Akron Air Blast "Seca 
and the Original 

Athanor Furnace 

Are Built 

into this 

Automatically- 

Controlled 

Air Conditioning 

Unit 


The May-Fiebeger Company 
NEWARK, OHIO 


Manufacturers of Quality Furnaces for Half a Century 


a) ew) 


My! What a Line! 


kg 
New 
Akron Air Blast 


—A Giant of 
Heating Power 


The Athanor 
All Cast Iron 
Smokeless Furnace 
—The Best in 


Write today for details les Claes 
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——“‘ Old ine in New Bottles’ — 


We Uncork Another Big Improvement! 


The “Quick Action” 


Furnace Casing 


(Patent Applied For) 






Simple—Substantial—Efficient 
No Dead Corners or “Air Pockets” 
- 


Positive Insulation—No Heat Loss in Basement. 


Speeds Up Circulation of Warm Air and Over- 
comes Sluggishness. 


Easy to Erect—Occupies Less Space. 

Shipped “Knocked Down”—Easy to Store. 

Can Be Installed in Basement Only 6 Ft. Deep. 
Slope of Canopy Provides Good Elevation of Pipes. 
Can Be Attractively Painted “on the Job.” 
Reasonable in Cost and Will Save Fuel. 

Baffle Plates and Return Trips to the Job. 

This Is the Logical Way to Case Steel Furnaces. 


We Also Supply the Regular Round Casing but 
Recommend the Square Casing as a Solution 
of Well Known Heating Problems. 


BE PROGRESSIVE! HANDLE A PROGRESSIVE LINE 
Sane Ee 


FONDON rire FURN ACES 


Pid 





Are Cold Riveted and Expertly 
Welded. Smoke, Gas and 
Fume Tight 


Are Equipped with Either Duplex Basket 
Dump, Triangular or Draw-Center 


GRATES and 
RADIATORS 


SOFT OR HARD COAL, COKE OR OIL 





With Balanced Heating Surfaces 





A Good Proposition for Live Dealers 


WE SELL THE LEGITIMATE FURNACE 
TRADE ONLY 


The LONDON FURNACE CO. 
LONDON, OHIO 


THOS. W. PEARSON—Sales Manager They Cost No More Than the Troublesome Kind. 
Prompt Shipment Cuaranteed. 
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i COURS YOURE RIGHT | 





CUSTOMER WOULDNT BUY A 


CAR LIKE THIS/ 


Yet Many Dealers Are Presenting 
Their Prospects With Furnaces 
Nearly As Obsolete .... 





DOWAGIAC 
SEAMLESS STEEL FURNACES 
Are Up-to-Date, Modern, 


with More New Exclusive Features 








“THE STANDARD OF COMPARISON” 








Show Your Prospects Up-to- 
Date Modern Heating Units— 


Write for Detailed Information 





The Steel Furnace Which Bears 
rintetonet. Approval oj Mann- DOWAGIAC STEEL FURNACE CO. 
acturer, Dealer a onsumer. 

"4 Complete Line—7 Sizes. DOWAGIAC, MICHIGAN 
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Real Air Conditioning and 


35% to 55% Relative Humidity Guaranteed 
with the <= & 


FARRIS 
W ATERBASE 


FURNACE 


The only furnace 
in which a fan 
installation 
cannot stir up 
dust. 


The Waterbase 
principle has been 
thoroughly tested 
in use—in thou- 
sands of homes. 


ee 









ITH the FARRIS Waterbase 

Furnace you sell your customer a 
real air conditioning unit, without add- 
ing any accessory. The Waterbase is an 
exclusive patented Farris feature. There 
are no pans to fill as the automatic valve 
keeps the water at the proper level in the 
waterbase. 


The public is fast becoming aware of 
the need for humidity in the home, sup- 
plied adequately and economically only 
in a warm air system. The Waterbase 





Drain 








feature of the Farris will therefore appeal 
to your customers. 


The Farris is a high quality furnace in 
every respect. For many years the self- 
cleaning construction has been one of its 
appealing features. The feed section and 
ash pit extend through the front. Doors 
are ground air-tight; joints are positively 
leak proof. 

When you sell the Farris Waterbase 


Furnace you are selling a truly distinc- 
tive heating and air conditioning unit. 


FARRIS FURNACE CO. 
Springfield, Illinois. 
Gentlemen: 


tion on the Farris Waterbase Furnace. 


Name.... 


Address........... 





Send this coupon today 


‘seas e eee SB SS SSS eBeeenanee2 e222 e282 


Send me your dealer proposition and full informa- 


FARRIS FURNACE COMPANY 


Established 1899 
Say you saw it in AMERICAN ARTISAN—Thank you! 
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Springfield, Ill. 
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Here’s the Big News for 1931 


RYBOLT 


announces an Improved Furnace with 


ONE PIECE RADIATOR 


SMOKE AND CLEANOUT COLLARS CAST ON 








Year after year Rybolt Dealers 
have enjoyed satisfying sales and 
profits in the sale of Reliable Rybolt 
Furnaces. Now—for 1931—the Ry- 
bolt offers important advantages: 


I—A well-known name—that 
identifies dependable heating 
systems. 


2—A high-quality, improved fur- 
nace, now equipped with a 
heavy, one-piece radiator. 


3—A price that enables you to 
meet all competition. 


The New Rybolt One-Piece Radi- 
ator, with smoke and cleanout col- 
lars cast on, is a single seamless 
casting. That an improvement of 
such importance can be included in 
a furnace in the price range of the 
Rybolt is revolutionary. Only quan- 
tity production and other Rybolt 
manufacturing advantages make 
this possible. 


Write or wire for details of our 
interesting proposition 


THE RYBOLT HEATER COMPANY 
Ashland, Ohio 
Cincinnati Indianapolis 


RYBOLT FURNACES 8B 


Say you saw it in AMERICAN ARTISAN—Thank you! 
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TODAY metHops 
OF LOCOMOTION 
OF 75 YEARS OR.. 
EVEN IO YEARS 
AGO ARE OBVIOUSL 
OUT OF DATE.... 








was MODERN 


TRAN SPORTATIO 
IN-1855 — 








Warm Air Heat- 
ing of fifty years 
ago was based on 
little knowledge 
and a lot of guess- 
work— 


Modern airplanes i 
and automobiles a 
are WELDED, 


not riveted. 


Our factory is ! 
completely : 
equipped to rivet 

power boilers 

and tanks as well 

as furnaces but 

we have followed 

the progress of 

WELDING and 

use it because it 

has PROVED to 

be BETTER 


Today you use 
the Standard Code 
and Heat Regula- 
tors, Automatic 
Humidifiers, 
Blowers and Fil- 
ters, and you 
SHOULD use a 
MODERN DOU- 
BLE ARC WELD.- 
ED FURNACE. 


SEND FOR THIS 4 
BOOKLET TODAY 


E know that other warm air furnaces are riveted as 

well as welded and also that in the past some fur- 
naces have been constructed using welding alone. We 
know that SOME methods of welding have failed in the 
past because the intense heat generated in the furnace 
forced the heads off the furnaces. Double Arc Welding, 
inside and outside as used in constructing Pure-Air 
Welded Steel Warm Air Furnaces and in high pressure 


Enterprise Boiler & Tank 
Works, 1955 N. Long Ave., 
Chicago, Ill. 


steam boilers is a distinctly different process recently § pATA AS 
perfected. The art and science of welding has greatly (i COMPILED Gentlemen: 
developed in the past few years. That’s why gradually \ Send us your free booklet et 


our vast riveting facilities are being scrapped. Heads of Pure-Air 
Welded Steel Furnaces will NOT come loose because the welds are 
stronger and will stand more heat than the body itself. Only expert 
welders work on Pure-Air Steel Furnaces—they must be experts to 
weld our pressure vessels which must pass both our tests and official - 
inspections to insure safety. 


on Welding Vs. Riveting as 
advertised in AMERICAN 
ARTISAN. 





"Sh UES EE EE os Io SRT 

Send for the free Booklet today which tells all abous 

Double Are Welding and Pure-Air Welded Steel Warm 
Air Furnaces. 


ENTERPRISE BOILER & TANK WORKS 
1955 North Long Avenue “te Chicago, Illinois 


Street Addres$..................-cescc0-- 
Town.. tN ED LCS. CE Oe RE 


Lo St ee eee SiN ciel eee coe 


Say you saw it in AMERICAN ARTISAN—Thank you! 
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More Business 








for Faultless 
Furnace 


Jobbers and 


Dealers 

















4ll ratings certified by National 
Warm Air Heating Association 





The new and strikingly modern “black and red front” Series “C” Faultless Furnace pre- 
sents for dealers and jobbers handling this famous line great possibilities for increased 
business. The many outstanding superiorities in features of construction, performance 
and appearance, are now enhanced by the new color effects which are in line with the 
present vogue for adding a cheerful and colorful aspect to otherwise drab basements 
—this is an unusual talking point! Add to this the fact that the new red and black 
Faultless Furnace fronts are absolutely heat resistant, retaining their vivid coloring and 
finish for the long life of the furnace. Face the future with optimism . .. get your share 
of the business that lies ahead for Faultless dealers and jobbers. Write today for de- 
scriptive outline of the Faultless Furnace Sales Plan for 1931! 

















FAULTLESS 
WARYOAIR FURNACES 








o~ 























The Graff Furnace Company 


Executive and Plant Offices: Scranton, Pa. 


Metropolitan Sales Offices: 116-118 Wooster St., New York City 
Say vou saw it in AMERICAN ARTISAN—Thank. you! 
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“Weather 
All in 








A WARM-AIR FURNACE : 





A HUMIDIFIER 





AMERICAN ARTISAN 3] 


ae 


‘ 


Contro 


One Unit 





*A THERMOSTAT 





AN AUTOMATIC OIL-BURNER - 


AN AIR-CIRCULATOR 





ALL for the price of a 


Is it not guesswork to hook up an oil-burner to a 
furnace that wasn’t made for it? 


It’s old-fashioned practice to sell just heat. The 
modern way is to sell ““Weather-Control”’, Winter 
and Summer, Spring and Fall, all combined; scien- 
tifically constructed; made to work asacomplete unit. 


The Piatt oil-burning furnace gives you all this— 
gives you more. For this complete unit is a warm 
air furnace, a humidifier, a thermostat, an automatic 
oil-burner, an air-circulator, all these combined in 
one unit—all/ for the price of a good oil-burner alone. 


good oil-burner alone 


Here’s one of the greatest opportunities to sell ever 
presented. You just install the plant and then leave 
it to the purchaser to circulate warm, humidified 
air in Winter or cool basement air in Summer. No 
wonder dealers who are joining this rapidly grow- 
ing sales organization are reaping big salesand profits. 


Remember this principle has been tested and proved 
for years. It is backed by the Motor Wheel Corpo- 
ration and all its resources, producing ability and 
engineering skill. The coupon below will bring you 
complete details of this worthwhile opportunity. 


MOTOR WHEEL CORPORATION, Heater Division, LANSING, MICHIGAN 


=PIATT 


DOMESTIC UTILITIES 





| MotorWheel Corp. , Dept. 254, Heater Division, Lansinc, MICH. 


i} ~=Send me at once, full information and profit-building plan on the Piatt Heater. I am 
not obligating myself but will study the details carefully. 








| My Business 
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A Better 
and Bigger Plant 


{ 





le 
. @ 


oe 
yt as 


somes Gilt Edge Furnace has always been a 
money maker for furnace dealers. The 
high quality and efficient design of the product 
coupled with a plan of engineering service and 
dealer cooperation have been big factors in 
helping dealers to sell Gilt Edge Furnaces 
effectively and profitably. 


Fifty-five years ago R. J. Schwab, the 
founder of this business, started making cast 
iron furnaces and sold them under the trade 
name “Gilt Edge” to signify the high quality 
he built into them. This business has steadily 
grown and prospered on the basis of its service. 












Behind a Well Established 
and Time-Tried Product... 


The Celebrated 


JITEDGE 


FURNACE 





This year, under its new corporate name, 
the company purchased the site and plant, 
covering about four acres, formerly occupied 
by a stove works at Cedar Grove, Wisconsin, 
near Milwaukee. A splendid, new, fire-proof 
foundry was added and the plant thoroughly 
modernized. 


The ideals of this company will be to make 
its products of such high quality that they will 
deserve to bear the old trade name “Gilt Edge” 
and to continue the program of unexcelled 
service to furnace installers which has been 
uninterrupted for fifty-five years. 


Write today for catalog and agency details 


SCHWAB FURNACE & MFG. CO. 


283 Clinton Street 


Cedar Grove, Wisconsin 
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Oo} MIGHTY. GOOD REASONS 


wht MAKING MONEY 


EL CAPITAN 


El Capitan has risen to its rightful 
place among America’s leading quality 
steel furnaces because it has met 
every requirement of both dealer and 
home owner. Its trim appearance, 
sturdy construction and “built-in” 
quality furnishes the dealer with a 
furnace he can sell even to customers 
who insist upon making a feature by 
feature comparison of many makes 
before buying. 

















El Capitan is a massive gas-tight 
warm air heater constructed of heavy 
boiler plate steel with all seams riveted 
for strength and calked to further in- 
sure permanent tightness. 


€ “ 
im 


“Wit ae 
¥ ELDORADO 


Made in the same plant by the same workmen and with 
the same tools, the El Dorado steel furnace provides the dealer 
with an up-to-date riveted steel furnace with which he can 
outsell competition in low-price fields. Where high quality is 
essential but low price is a major consideration in closing furnace 
sales, El Dorado is helping many dealers to the lion’s share of 
business in his community. 

We have some interesting facts concerning these two 
furnaces, which weawill gladly send upon request. 


fv WRITE FOR 
” COMPLETE 
INFORMATION 


~MIDLAND FURNACE COMPANY ~ 
se COLUMBUS, OHIO. U.S.A. ® 


proags "Mention AMERICAN ARTISAN in your reply—Thank you! 
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HALENEAL VICTOR 
She FURNACE with 


it tg 


FINS: 


The modern amead of heating 











we 
7233} NN 





HINK what it means to be able 
to offer your prospects a success- 
ful, proven proposition unlike that 
presented by all of your competitors! 


The Hall-Neal Victor franchise puts 
you in a class by yourself. 


Advantages afforded by the sale of 
this distinctly different furnace will 
increase your immediate profits and 
build future business. 


Although a Pioneer builder of boiler- 
| a — = : plate, steel furnaces (the first Hall- 
#) SgMNAL L-NEAL FURNACE CO. 9 Neal was made over 40 years ago) 
INDIANAPOLS IN. oa this Company has further demon- 

eee Bam strated its leadership by this out- 
standing improvement—The Furnace 
with Fins. 








KEEP ASH PIT. 


Aiea < Let us send you the details of this un- 
Ng usual product and proposition. 


Write or wire today 








mr Noa —— ng ty rare with HALL = NEAL FURNACE 
a & grate a waist 8 er handle. 

Seb deer Ss ga at eee ae COMPANY 

aa ee eee 1322-32 North Capitol, Indianapolis, Ind. 


features. 
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Two Ways 





to Make More Money 


During 1931— 






















B 


HIGH QUALITY — LOW 


You can get more profit out of quality 
warm air furnace installations by putting 
most of your customer’s money into the 
kind of a heating system he needs—put 
it into service on which you get all the 
profit. A Brillion Furnace properly in- 
stalled will give lasting service—as long 
as any high priced furnace on the market. 
Unless you are a Brillion dealer it will 


RILLION 


FURNACES 


PRICE— QUICK DELIVERY 







new Electromel 
casting process. Ask 
about it. 





be difficult to believe that a furnace of 
the extraordinary quality of the Brillion 
could sell at such a low price. 

You will have no trouble selling your 
customers quality installations and at an 
attractive price, too, when you feature 
the Brillion. The quality features of the 
Brillion will be apparent to prospects 
who see it on your sales floor. 


Only fur- 
nace made by 
















RILLION Portable Vacuum 
FURNACE CLEANER 


—a Year ’Round Business Getter and Money Maker 







You can derive a handsome profit on vacuum cleaning service with 
a Brillion Portable Vacuum Cleaner, if you go out after this class 
of work. Many a furnace in the locality which you serve is render- 
ing unsatisfactory service merely because it needs cleaning. You can get these 
jobs merely for the asking, render the home owner a real service and at the Same 
time run into a lot of profitable repair and replacement business. Now is a fine 
time to go after these jobs, as neglected furnaces are showing up their faults in 
service. With a Brillion Portable Vacuum Cleaner you can clean furnaces in the 
winter as well as when they are not in use. 













Send for our booklet “Furnace Cleaning Made Easy and Profitable,” 
which shows you how to conduct a profitable cleaning service and 
how to get cleaning jobs through advertising, personal solicitation, 
phone calls, through coal dealers, etc. It shows you the newspaper 
advertising series which is avuilable to dealers. 










sane NO ee ee SO9GO2e208288G, 


BRILLION FURNACE CO., Brillion, Wisconsin 


Please send me complete details and your Furnace Catalog No. 80 [1]. 
Send me your booklet “Furnace Cleaning Made Easy and Profit- 


able” {~. 
Maw. 
~ ~~ © .»° Ra ar CURR SETS oS Se SPOON aco OS CLE ET Sa 
se Oe My » Address 
‘ - ry 2 Town.. State. 


Leesceseeeeusssseeseues 
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| ©C STANDARD OF 
a ii 


Style “C”—Cobble Cold Air Grille = 


Above 
Style “M”—Cold Air Grille 

































































O need to ask, ‘“‘Why install Super-Regs?” It’s a sim- 

ple matter of good business . . . of accepting the 

best as such, because its been best for 85 years. Archi- 
tects, engineers and builders specify, “Registers and 
Grilles to be Tuttle & Bailey make, or equal.” That’s 
the reason why you should install Super-Regs . . . they’re 
the standard! And this unanimous choice is not the re- 
sult of a blindfold test. It is based on comparisons... 


Style 80— 
Cobble Register 


in craftsmanship, in quality, in performance. Tuttle & 


Bailey equipment just has to be best to come out on top. 





December 20, 1930 














are the kind your customers expect . . . the kind you 
’ €an guarantee without doubt, because we guarantee 


AMERICAN ARTISAN 


The registers and grilles shown on these pages are the 
types that have won the industry’s approval. They 


them. They’re your protection against inferior in- 
stallations . . . your introduction to more furnace 


business. 


Large stocks of standard sizes carried in our con- 
veniently located warehouses and by leading jobbers. 


Order direct, or from your nearest jobber. 


Style 302 
Water Register 


COL, ELEMIS TEEPE IN Ieee ie 8 








[N 


MANUFACTURING 
ES 9 ae 
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YOUR COPY OF 
THISNEW 
BOOK 


ELL Warm Air Heating in 
1931. Here’s the book that 

shows how to do it at a profit. 

This new 1931 Niagara Warm 
Air Furnace Book is as modern as i 
the New Niagara Furnace which it * 
describes. It is a complete, logi- 
cal and convincing presentation 
of the Niagara story. It shows 
how to speed up installation, give 
the user permanent satisfaction, 
and make more money. Full of 
practical information for every 
dealer who intends to take advan- 
tage of the growing popularity of 
good warm air heating. 


Send the coupon for your copy today 


The Niagara Warm 
Air Furnace is a full- 
value-in-every- part 
product. It conforms 
in every respect with 
the requirements of 
the Standard Code. 


The Forest City-Walworth Run Foundries Co. 
2500: West 27th Street, Cleveland, Ohio 


NIAGARA 


WARM AIR FURNACE 





¥ Z TE _ APA eteMeNeenemeinhanamamancace 
+ 
ae Forest Ciry-WaLtwortH Run Founpries Co. 
- 2 COUPON 2500 West 27th Street, Cleveland, Ohio 
FOR YOUR Send your 1931 Niagara Warm Air Furnace Book 


f° £ COPY TODAY 
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ELL Warm Air Heating in 
1931. Here’s the book that 

shows how to do it at a profit. 

This new 1931 Niagara Warm 
Air Furnace Book is as modern as i ee 
the New Niagara Furnace which it . 
describes. It is a complete, logi- 
eal and convincing presentation 
of the Niagara story. It shows 
how to speed up installation, give 
the user permanent satisfaction, 
and make more money. Full of 
practical information for every 
dealer who intends to take advan- 
tage of the growing popularity of 
good warm air heating. 





















Send the coupon for your copy today 


The Niagara Warm 
Air Furnace is a full- 
-in-every- part 
product. It conforms 
in every respect with 
the requirements o/ 
the Standard Code. 


The Forest City-Walworth Run Foundries Co. 
2500 West 27th Street, Cleveland, Ohio 


NIAGARA 


WARM AIR FURNACE 


TH E pee ORNS SESS SESE SEES SEES ese ee eee 


~ ° Forest Ciry-WaLwortH Run Founpries Co. 
gy COUPON 2500 West 27th Street, Cleveland, Ohio 


“F FOR YOUR Send your 1931 Niagara Warm Air Furnace Book 


m,? # COPY TODAY 
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No Economy in Using 


Anything but the Best 


[HERE is certainly no need to shop around for 

wood registers when the best registers you can buy 
cost no more than any other. Why not buy them 
from a manufacturer who specializes in the produc- 


tion of high quality wood registers? 


American Wood Registers have maintained their 
leadership for twenty-five years. Their quality is due 
to the use of only high grade lumber for this purpose 
and the employment of special machinery and highly 
skilled labor. 





This efficient organization, devoted exclusively to the 
manufacture of wood registers, enables us to turn out 
a product of distinctly high quality at prices which 
compare favorably with those of competitive prod- 


ucts. 


American Wood Registers are made with extreme ac- 
curacy—every register passes a rigid inspection be- 
fore leaving the factory. They are strong and rigid. 


Write for catalog and 
prices 





W 


| American Wood Register Co. 


Plymouth, Ind. 
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WAMPUM ss FURNACE 
BRAND CEMENT 





You Can Safely Recommend 
Oil Heat in a Cast Furnace 


OU can safely recommend oil heat in cast furnaces but as a 
precaution against gas leakage they should be reset with 
Lastik at the time the furnace is installed. 


The growing use of oil burners in warm air furnaces has empha- 
sized the need for gas-tight joints. Experience has proved that a 
cast iron furnace of proper size, carefully set with Lastik Wampum 
Brand Furnace Cement will give a long term of efficient service 
with oil heat. 


It meets all the requirements of a truly superior furnace cement. 


It is odorless, soft, pliable, smooth and easy to pack. It becomes 
hard under heat but will not crack. It is a non-porous, firmly knit 
and acid-proof. It does not shrink or swell. A furnace properly 
set with Lastik withstands the extremes of expansion and contrac- 
tion to which it may be subjected and gives years of gas-tight 
service. 


Cement one furnace with Wampum Brand Lastik Furnace Cement 
now and let it prove itself. Your jobber will supply you. 


_ 


Send the Coupon Today 





LASTIK PRODUCTS CORPORATION 
Oliver Building, Pittsburgh, Pa. 
I am interested in Lastik Wampum Brand Furnace Ce- 
ment. Send me full details. 











Name 
Address 
My Jobber is....... 
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ENDURO K-A-2 


SMOKE PIPE AND FITTINGS 











Said our Factory Superintendent 
to the Manager of City Sales: 


‘‘Here are your samples of ‘Osborn’ 
Enduro Pipe and Fittings. They are 
standardized — workmanship is of the 
best. You can guarantee a fit.” 


Slowly and thoughtfully the man 
of Sales placed his index finger on 
the Enduro Metal from which the 
pipe is made: 

“Such material and workmanship is 
a guarantee within itself that the pipe 
will fit and last.” 


























ari. } gs Be 
SBORN©O 


DETROIT-CLEVELAND-BUFFALO 


“Everything Used in Sheet Metal Work” 
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HERE ITS SheKindof furnace 
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The Thermostat: Extremely 
sensitive—operating on less than 
one degree of room temperature 
variation. Altogether reliable— 
housed in attractive moulded 
case. 


The Motor: Shading ring induc- 
tion type. Very quiet, causes no 
radio interference. No brushes, 
commutator or slip ring to cause 
trouble. Windings are enameled 
to waterproof and prevent cor- 
rosion. 


Built to Avoid Servicing. Con- 
struction is simplified, all parts 
are made exceptionally strong, 
and those of steel are Cadmium 


value. 


61 West Kinzie Street 


General Sales Offices 


egulator You Have Long Wanted J 


Entirely Automatic» Electric Motor Driven» 
Extraordinarily Easy to Install » Practically 
Trouble-Proof » All ata price well within the 
means of the average Home Owner » The 
H & C Heat Control Provides a Wonderful 
Opportunity for Volume Sales and Hand- 
some Profits » » 


» » » » » 


plated to prevent rusting. Ther- 
mostat carries the current only 
during short interval while motor 
is starting. This eliminates burn- 
ing or pitting of points. On offi- 
cial test the H & C Heat Control 
operated perfectly 200,000 times 
(equivalent to 90 years of ordi- 
nary service) without displaying 
any appreciable amount of wear. 


Easy to Install.’ Motor operates 
on 25 volts, making it unneces- 
sary to use conduit or B.X. All 
fittings and easily understood 
directions are supplied. Installa- 
tion is therefore easily and 
quickly made by any mechanic. 


In every detail the H & C Automatic Heat 
Control fully measures up to those high stand- 
ards of quality construction maintained by the 
Hart & Cooley Organization for more than 30 
years. It is unquestionably an outstanding 


Vv 


Write at once for complete details, 
or see this Outstanding Regulator 


at your Jobber. 











Chicago, Illinois 
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A Superior Product ....... 
» +e. at a Moderate Price 


ARGE production alone makes possible the mod- 

erate price of Marsh wood faces which are truly 
superior in quality and finish. Special machinery en- 
ables us to make them stronger, cleaner and more serv- 
iceable. 

Marsh Wood Faces are flawless and attractive in ap- 
pearance—they are as good as they look. Making 
quality wood faces is our specialty. Only first grade 
lumber is used. 

You can’t afford to cheapen any job with an inferior 
wood face. You can’t go wrong if you standardize on 
Marsh wood faces. 

They come in all standard and special sizes for cold 
air intakes. 










Style 40-C cs 
Wood Face with Oblong Mesh 


You will find the Style 40-C a popular design. Cold Air 
Wood Faces require special care in manufacture to enable 


d . Marsh Wood F i . 
}0=(=M=—=66C “= The Marsh Lumber Co., Dover, Ohio 


If you want to be certain of enduring quality, spe- 
cify Marsh Wood Faces. Your jobber has them. 
Write for illustrated catalog showing complete line. 











== Over a Hundred Dealers 


Are Profiting by the 
Robinson Merchandising “Plan 


OR almost two years our new plan of merchandis- 
ing the Robinson Gem Furnace through dealers 
has been in force. Beginning experimentally in a lim-_ 
ited territory we have been gradually extending our 
service so that we now serve overt 150 dealers—all of 
them enthusiastic about the Robinson “Gem and our 


new merchandising plan. “y * 
%* 


If you are interested in a real oversized ‘tarmaee with ratings 
certified by the National Warm Air Heating Association at a 
price enabling you to meet "-Smaeel you will certainly want 
to know more about the Ger 


A two cent stamp will bring all’the details by mail. No 
salesman will call on you,—we dépend upon the furnace to 
sell itself to you. This enables us to put the equivalent of the 
usual high selling cost into the quality of the furnace and to 
pass on some of this saving to the dealer. ee 


We Have Little to Tell You citi 





Plenty If You Write + 
ROBINSON GEM FURNACE . 
sniedonttiecegne ROBINSON FURNACE COMPANY 
213 Austin Avenue Chicago, Illinois 
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The Three Essentials of 
AIR CONDITIONING 
Are Combined in This Unit — 


HUMIDIFICATION... 
POSITIVE AIR MOTION 
PURIFICATION...... 


E VERYONE nowadays is thinking and talking about air condi- 
tioning. They are interested in it. Some day they are going to have 
it. Most of them do not realize that in a well designed warm air 
heating system equipped with a KORECTAIRE, they have all the 
essentials of an expensive and elaborate air conditioning system. And 
the KORECTAIRE is well within the financial reach of every home 
owner. 


With the KORECTAIRE you provide positive air circulation, even 
distribution of heat to every room, humidification, and clean, washed 
air. Yet it is so compact that it can be readily adapted to any existing 
warm air furnace installation. It is equipped with an adjustable boot 
which fits any furnace from 36 inch to 64 inch casing diameter. 


With the KORECTAIRE the way is opened to you not only in 


the better class = 
homes which KORECTAIRE Booster Fan 


























XN. y * NVR E>, demand this Write for details 
i } modern heating 









service but in schools, churches, theatres 


, See =o 
we — and other public gathering places. 


} 1} Twenty feet of evaporating surface en- 
; Ph ables adequate humidification; forty feet of a 
Va dust collecting surface; without obstruction i 
of air movement. The fan unit is positive, ws 


quiet and efficient. 


With the KORECTAIRE you can offer 
your prospects a really superior air condi- 
tioning service at a moderate price. A size 
for every need. 


MAIL THIS COUPON TODAY! 








tea 





WATT MANUFACTURING CO. 
Sterling, Illinois 


Gentlemen: Send me full details and prices on the 
KORECTAIRE Machine[] on the KORECT- 
AIRE Booster Fan (1. 





















No. 17 Furnace 
“KORECTAIRE” 
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SIMPLEX=an Automatic Humidifier 
that is truly AUTOMATIC 





\WitH the Simplex Automatic Humidifier the word 

automatic does not mean merely an automatic 
means of keeping the evaporating pan filled. The 
Simplex is truly automatic in that the rate of evapora- 
tion controls the volume of water which is fed into 
the pan. 


This humidifier has no float. It is the original drip 
and sight feed. Placed on the market only four years 
ago it is now stocked by leading jobbers and profitably 
sold by dealers all over the country. 





me 


It can be installed in an hour in any make of warm 
air furnace. Made of copper and brass, it will outlast 
any furnace in which it is installed. 


Used as standard equipment on well known fur- 
naces. Make them standard equipment on your in- 
stallations. 


Write for details ef our unusually attractive offer to 
dealers, jobbers or manufacturers 


SALLADA MANUFACTURING COMPANY | 


720 South 4th Street 4 4 1 Minneapolis, Minnesota 


a 
UNDIVIDED RESPONSIBILITY 


June-Aire Blower Furnace Unit 
Built Complete in One 
Factory 


For homes, churches, theatres 
factories, and public 
buildings 

E manufacture the furnace, the 

blower, the humidifier, the com- 
plete unit, with or without square cas- 
ings in color. 

We supply wiring diagrams, plans 
and directions for erecting. The com- 
plete June-Aire system is offered with 
any of the following furnaces, all of 
our manufacture: 











Lincoln Economizer Type Oil Burning Steel Fur- 


1. American Self-Cleaning, cast iron, open dome fur- 4. 


nace. (Five sizes.) nace. (Four sizes.) 

2. Lincoln Cast iron Top Radiator Furnace. (Four 5. American Gas Furnace. (A tested gas furnace, ap- 
sizes. ) proved by the A.G.A. Wide range of sizes.) 

3. Lincoln Crescent Radiator Steel Furnace. (Six 6. American Horizontal Tubular furnaces for large 


sizes—two styles.) buildings. 
We make rotary multi-vane blowers, disc fans, and The American Heat Hustler (the fan for a single warm air 


pipe). Buy complete blower furnace units and take advantage of the help and experience of a company which 
has been in the blower furnace heating business for more than twenty-five years. 

Send for catalogue and complete information 
AMERICAN FOUNDRY & FURNACE CO. rerincrs 
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on WROUGHT STEEL AND BRONZE GRILLES 




















for all your 
registerneeds| 


In the wide variety of styles and most 
attractive finishes comprising the 
Independent line, there is the Register, 


Cold Air Face, Ventilator or Grille 





exactly suited for any job. By making the 
installation all-Independent, you attain the 


utmost in harmony, utility and durability. 


Any Size —Any Finish ‘ 
FLOOR REGISTERS i} 


INDEPENDENT REGISTER AND 
MANUFACTURING COMPANY 


3741 East 93rd Street . Cleveland, Ohio 














' 





WALL REGISTERS 





NEW INDEPENDENT CATALOG 


Complete — Simply arranged 
Easy to order from 
WRITE FOR YOUR COPY “FABRIKATED” COLD AIR FACE 
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Simply because ert 
H& Cregisters, more than any — 
others, contain those qualities | 
which make selling easier and 
promote greater customer 
satisfaction 


~ , Ps 
peer saline 


A constantly increasing number of furnace deal- lo. 150 Series. sce regis 
ers are standardizing on the H & C line and are em poner wee. Ne. 168 
talking its obvious superiorities; for they find 

that its greater air capacity and general superior 

construction help greatly in making furnace 

sales. 


There’s a style and a type best suited for every 
purpose. See them at your jobber. 


Catalog on Request 


00 
a D H 
ts apa 


) 
A 
all 
CHICAGO—61 West Kinzie St. 


NEW BRITAIN, CONN.—Corbin Ave. 
PHILADELPHIA, 1600 Arch St. BOSTON, 75 Portland St. 
NEW YORK, 101 Park Ave. NASHUA, New Hampshire 
Factories at Holland, Mich.—New Britain, Conn.—Nashua, N. H. 


Also a Complete Line of Furnace Regulators, Chain, Pulleys, 
Dampers and the H & C Automatic Heat Control 
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NOW — for 1931 
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ROCK ISLAND 
INTRODUCES A Modern 


ae STEEL FLOOR REGISTER 


HE louvre mechanism, a 

new and exclusive feature, is 
extremely simple and noiseless. 
The small inconspicuous and easy 
working operating lever sets the 
louvres at any desired opening— 
7 overall depth of this register and they stay set. 

_is only 174 inches. This saves A neater face and narrower 
weight and space in shipping, stor- b f . 7 - 
age and carrying on the job. ars tor maximum air capacity. 

Made in all standard sizes and 
finishes and also in our new at- 
tractive and durable Oak Grain 


—AN D A finish. 


STRONGER 


COLD AIR FACE 


TRONGER because of an in- 
creased number of support 
bars—properly placed. Designed 
also for greater free air capac- 
ity. Another feature is shallower 
overall depth—13%% inches. This 











allows installation without cutting support bars into joists. Companions to 
Our new catalog is now ready. The new Steel Floor Regis- the famous 
ter and the new steel Cold Air Ventilating face are fully de- ; 
scribed as well as the complete line—No-Streak, Out-O-Wall, 

Island City and Vol-Um Side Wall Registers. 


Get set for 1931 now with the complete Rock Island - 


line of modern registers 


SEND THE COUPON [tan 






A.A. 
ROCK ISLAND REGISTER CO. 
Rock Island, Ill. 


— 
Send me your new catalog which describes in detail your new Steel Floor Register and 
Steel Cold Air Ventilating Face as well as your full line of Steel Side Wall Registers. 





Name aA i dane aaaie aia aaicapdipiniaeeeihacaare 
po, Se eee emer renner enn Ta POM i RO EE esrb ts 
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NEWSTANDARD 


STEEL BASEBOARD REGISTER 


HEN open the wafer thin shutters 

allow maximum air capacity. The op- 
erating device is simple and effective provid- 
ing positive control of the air flow. 


When closed the neat attractive panel 
effect harmonizes with all modern interior 
decorating. The face is secured by just two 
screws. It is easily detachable. It is the easi- 
est register to keep clean. 


Women Prefer the New Standard 


Merely showing the New Standard Register 
clinches many installation sales. Live deal- 
ers make extra profits by replacing old fash- 
ioned registers with the modern New Stand- 
ard. 


ORDER FROM YOUR JOBBER 


Write today for the New 
Standard catalog 


WATERLOO REGISTER CO. 


Waterloo, Iowa 


SEATTLE, WASH., Office: 2211 Ist Avenue 
LOS ANGELES, CAL., Office: 822 Clanton Street 
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The Shear 
Keeps Sharp 
Even After 

Months of 



































The Marshalltown Rotary Shear 


handles sheets of unlimited width and cuts curves in 
any direction. It can be operated by hand or power. 


Simple design, sturdy construction, and blades that 
stay sharp—these are its outstanding characteristics. 


There are only three moving 
parts and the blade remains 
sharp even after months of 
hard service. Made of the 
finest tool steel, this machine 
will do ALL your cutting and 
do it accurately and quickly. 


It is easy to operate—a fast 
worker and has nothing to 
get out of order. Its high 
quality and all around effi- 
ciency make it pay for itself 
in a short time by enabling 
you to turn out cleaner, faster 
work. Hand or Power Oper- 
ated. Write for complete de- 
tails today. accurate cutting. 
The Marshalltown Line includes 
Shears, Plate Bending Rolls, 
Pressure Gauges, Punch 
Pressers, etc. Write De- 
partment A.A. for 
our complete 
catalog. 


SSCSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSCSSSHSSSSSSSSSSSSSISSSSSSHSSSSSSHSSSSOSSSSSSSSHSSSSSSHSSSSSSSSSSSSSSSHSSSSSSSSSSHHSSESESSESSE 
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Ti A cAutomatic 
Kod HEAT BOOSTER 


Easy and Quick 


Installation --- 


Ye sell it quickly because its effi- 
ciency is easily demonstrated and its 
price is much less than others of similar 

type. 
You install it quickly because its design 
enables you to connect it up with any 
cold air arrangement—one, two, three 
or four cold air returns—with very lit- 

tle labor and pipe expense. 

You can make more forced air 
_ and bigger profits with the 















erat All you need is an elbow or 
two and a few lengths of 
pipe. 
And it is complete— 
shipped ready to install 
—Heat Booster, Fan 
and Unit Housing 


O peration and Mercury Con- 


2 trol. 
C= 
Perfect ORDER FROM 
Circulation YOUR JOBBER 
3~ 
Simple—F oolproof Send the 
Coupon 


4~ 
| Quiet—No Vibration 


5~ 


Costs Less 


Today 


p O other fan is so easy to install and none so 
easy to get at for oiling and inspection. The 
motor and fan slide out of unit box. 





On large jobs or any job where two fans are desirable 
two A-C Boosters can be used with one Mercury Control. 


The A-C fits all makes of furnaces and increases effi- 


ciency with any fuel-coal, oil or gas. A-C Manufacturing Company 











' 
The A-C will help you sell more oil burners because with the P Pontiac, Illinois 
A-C Booster your customers will use less fuel. . 8 Gentlemen: 
Let us tell you all about the A-C Automatic Heat Booster. ‘ a re ae tn gm 
- Boosters. 
Send the coupon today for full details and prices 4 
| TI iicripnciestiecimoneesinnmnnemncin ee 
i ‘ 
| + r 
| A-C Manufacturing Company B Street Addr 688.0 
i e 3 
417 Sherman Street Pontiac, Ill. © Town ee 
. 
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_. . ~We recommend 


Anaconda Copper 
for all buildings .... 


‘ from racing stables to power plants,” 


says GEO. W. SCHAEFFER 


The Schaeffer Company of Chicago, was established in 
1880 by the father of the present owners. Many fine cop- 
per roofing and ventilating jobs have been handled bythis 
firm in their half century's existence. Mr. Schaeffer says: 


“During the fifty years we have been engaged in 
the general sheet metal, roofing and ventilating 
business we have made a special effort to handle 
nothing but high-class work, and at all times 
urge the use of copper, which in itself means 
the best quality and most economical grade of sheet 


metal work. We have handled all types of build- . 


ing work — United States Post Offices, 


asylums, hospitals, schools, power plants, ANAC 


racing stables and residences, and we 


Sheet Metal Work of 


ANACONDA COPPER 





ONDA 


mine te consumer 
. 


December 20, 1930 






F. W. Schaeffer 







Geo. W. Schaeffer 


recommend Anaconda Copper for all of them.” 


The opinion of this experienced firm is similar to 
that of leading contractors throughout the country. The 
ever-growing recognition of the importance of holding 
down upkeep costs in all types of buildings offers profit- 
able business opportunities for those who standardize 
on Anaconda Copper. Customers know that when it is 
installed by capable workmen, it never fails to give 
satisfactory service. 

Anaconda Copper in the form of sheets, rolls, and 
Economy Strips is stocked by leading distributors, as- 
suring prompt deliveries to all sections of 
the country. The American Brass Company, 
General Offices: Waterbury, Connecticut. 





Leona Farms, famous racing stables of Mr. John Hertz, Chairman of the Board of the Yellow Cab Company. On these buildings the Schaeffer 
Company installed gutters and downspouts of Anaconda Copper, fabricated by Barnes Metal Products Co., and purchased through Garley Steel Co. 
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The BARNES Super-Miter. y 


Uncomparably Rigid 






BARNES—that specially strength construc- 
ted Eaves Trough with the square, firm edge, 
meets all non-sagging test requirements. 


Cash in on the 
Barnes line. 

It is a genuine 
asset to the 
business growth 
of every sheet 
metal contractor 
in the country. 


—= 


The BARNES Super-Self- 
Draining End and Outlet 
with Lock-Tite End Cap 


BARNES METAL PRODUCTS COMPANY 
4425 West 16th Street | CHICAGO, ILLINOIS 


Manufacturers of Conductor Pipe, Elbows, Eaves 
Trough and Fittings. - All Sizes - All Metals 


—————— eee eee eT —eOOOTTEeE—eeeEEE—EEeeeeeEEEeeeeeeS EOS EO 
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Easy-to-clean Monel Metal table 

tops, cabinet tops and range hoods 

are extremely popular with women 

who take pride in their kitchens. 

They are readily fabricated to fit 

individual specifications and to 
suit any taste. 



































Cabinet Tops 
Table Tops 
Range Hoods 


Oven Linings 


DISCOVER THE PROSPECTS 
FOR MONEL METAL 


Laundry Chutes 
Sinks 
Drain-boards 


Ornamental Work 












Get some of this business for your shop... 


HE demand for Monel 
Metal household equip- 
ment is growing at such 
a fast clip that every well- 
to-do home offers splendid 
possibilities for profit to 
self-starting metal workers. 
Right now this extremely 
profitable market is wide 
open to alert metal work- 
ers. Many of the most 
popular Monel Metal items 
must be “custom-made” to 
individual requirements, 
and you are the logical 
one to supply this demand 
in your community. 

Your best prospects— 
the ones who own good 
houses and read the lead- 
ing magazines are already 
“sold” on the advantages 
of Monel Metal. Steady, 


powerful national advertis- 


ing has done that. Your 
customers know that 
Monel Metal never rusts 
...that it is highly resistant 
to corrosion by food juices, 
cooking vapors and clean- 
ing compounds...that it 
resists dentingand abrasion 
because it has the strength 
of steel with no coating to 
chip off. They know that 
Monel Metal has these 
remarkable properties be- 
cause it is two-thirds Nickel 
—and that’ Nickel is the 
strengthening, whitening 
partner that brings beauty 
and durability to other 
metals. 

But it’s up to you to 
suggest these uses of Monel 
Metal to your better pros- 
pects. They’ll buy when 
they know where to buy! 












































Monel Metal is a registered trade mark applied to 
a technically controlled nickel-copper alloy of high 
nickel content. Monel Metal is mined, smelted, refined, 
rolled and marketed solely by International Nickel. 


MONED 
/. METAL \ 








THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, N. Y. 
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REGULAR OR IRREGULAR DESIGNS 





cut them 
easily 
with 

i Stanley - Unishear 


[LLUSTRATED here are some of the designs which have been cut 
by Stanley-Unishears. These machines cut without leaving burr 
or distortion and will follow any line accurately. Straight, curved or 
irregular cuts, notches, angles—they’re all handled with equal ease. 






Two models of Stanley-Unishear are 
shown here. Other models handle 
up to 4” boiler plate. Tell us the 
type of work you are doing, we 
will be glad to suggest the machine 
best suited to your requirements. 









THE STANLEY ELECTRIC TOOL 
COMPANY 


New Britain, Conn. Stanley - Unishear 


“Mighty Midget” 





“The power driven hand shear’’ 


Stanley- Unishear 
Model 0-15 STANLEY eliabaia te tiiiai 


Capacity 14 U.S. Gauge Capacity 18 U.S. Gauge 


(5/64”) sheet iron. Speed (.050") sheetiron. Speed 


15 feet per minute. Sales Offices and Service Stations : 15 feet per minute. 
New York Chicago Philadelphia 
Detroit Cincinnati Kansas City Los Angeles Seattle San [Francisco Montreal Toronto 


STANLEY ELECTRIC TOOLS 












SHEET METAL 
CUTTING TOOLS 





AERIAL GRINDERS 
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1931 WILL BE DIFFERENT— 


Cheer up —good times are coming— 1931 will be 


different for the sheet metal business that builds 
prestige. on Toncan Iron. For this longer-lasting 
alloy sheet of pure iron, copper and molybdenum 
resists rust and corrosion and actually attracts busi- 
ness from the wise buyers who know from exper- 


ience the folly of buying on a low price basis. 


“Toncan for Permanence’ will convince you that 
this enduring iron deserves a place in your plans 


for 1931. Copy free on request. 


REPUBLIC STEEL CORPORATION 


GENERAL OFFICES =S3R@" YOUNGSTOWN, OHIO 
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IN THIS 
BEAUTIFUL 
MODEL HOME 
YOU'LL FIND THE 


HYRO UNXLD 


HE picture above shows the beautiful 

model home recently completed at Des 
Moines, Iowa, under the auspices of the 
Des Moines Register. Forty thousand peo- 
ple inspected this house from cellar to gar- 
ret. 










When the Green Foundry & Furnace 
Works at Des Moines set about to install a 
modern warm air heating system in this 
model home it was only natural that they 
should look to the Hyro UNXLD for 
damper regulation. The No. 930 Green 
Colonial furnace, the No. 125 Miles fan, 
the Reed filters, all this fine equipment de- 
manded the very best in damper regulation : 
The Hyro UNXLD Damper Quadrant. 


For the Hyro UNXLD gives positive 
damper control. A glance tells the damper’s 
exact position which can be changed in a 
jiffy by simply loosening and tightening a 
wing nut; and when adjusted the damper 
can’t slip or swing. 





What is still more important to the sheet 
metal man, the Hyro UNXLD is installed 
with ease on both square and round ducts 
of any size. It makes an attractive and 
efficient-looking job and never gives trou- 
ble. That is why heating and ventilating 
men everywhere prefer it. If you are not 
now using the Hyro UNXLD Daniper 
Quadrant, by all means do so on your next 
job. .The coupon will bring you prices and 
full information. 


This is the Hyro 
UNXLD Damper 
Quadrant, Pat- 
ented December 
23, 1919, No. 
1,326,096 


a 12-30 1 
' HYRO MFG. CO., Inc. - 
4 y RO # . 202 Varick Street, New York ; 
, 
Gentlemen: eget": : 
MANUFACTURING ; Please send me price list and descriptive folder on the Hyro : 
»# UNXLD Damper Quadrant. ® 
Oe, INC. 2 UP Aaa bint AE Son RRR Oe | : 
B 5 1 
DO2 VARICK STREET} Mitte 
SS i eT SLU Me LST SAR een enD One eran eeereon . 
4 
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Other Saturday 
































a YEARLY SUBSCRIPTION PRICE: 
Artisan — $00 
eS a een $3.00 

I a $4.00 

THE WARM AIR HEATING Single Copies 25¢ 


VOL. 99, NO. 26 
DECEMBER 20, 1930 


Covering All Activities ~ 
IN ; 
Gravity Warm Air Heating Contents 
Forced Warm Air Heating 
Sheet Metal Contracting Page 
Air Conditioning F d 
Industrial Roofing cme aati 
Merchandising Editorial _ 63 
Ventilating “I Can’t Bid Too High Now” 64 
Metal for Permanence—Tin _ 67 
A $360 Advertising Campaign . 68 
_If it were possible we would Metal for Permanence—Copper __ ‘2! 
like to call your especial atten- No Home Without Air Conditioning Is adie. . 72 
tion to every story in this issue. 
This is, of course, impossible in Control Credit _ ... 16 
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—preferred by sheet metal contractors 
for more than twenty years 


HEN a product keeps pace 

with the ever-changing re- 
quirements of an important 
industry for more than two dec- 
ades, it must possess merit to 
an unusual degree. 


That is the record of Armco 
INGOT IRON in the sheet 
metal construction industry. 
And during this long period it 
has met every demand of thou- 
sands of exacting contractors: 
customer acceptance and ready 
salability, easy forming quali- 
tiés, and proved rust-resistance. 
On the latter score, Armco IN- 
GOT IRON has demonstrated 
its ability to last, and satisfy. 
Today, this highly-refined iron 
possesses the longest record of 
actual service of any low-cost, rust-resist- 
ing sheet-metal. 


If your supply of Armco INGOT 
IRON sheets and formed products is 
running low, we suggest that you replen- 
ish your stock by calling on your nearest 

the manufacture of special analy++ ¢ ? ) 
sis iron and steel sheets and plates.  . . 
eco, Ce 


triangle and the words, “Armco 
INGOT IRON.” It is your assur- 


ance of dependable service. # V, 





nearly thirty years’ experience in »- } 





Back of this familiar symbol is ” C 
, 





George and Abe Shustick, sheet metal contractors of Columbus, Ohio, are 
well pleased with the satisfied customers and: increased business that Armco 
INGOT IRON has brought to them. This is expressed tersely and yet 
significantly in their letter: “Our tie-up with Armco was a wise move.” 


Armco distributor. He will serve your 
needs, promptly and satisfactorily. 


Band broadcasts every Thursday Night 
WLW—700 K. Cincinnati 


\ TUNE IN—The Famous Armco Concert j 
Nine to nine thirty E. S. T. 


The AMERICAN ROLLING MILL CO. 
Executive Offices, Middletown, Ohio 
Export: The ARMCO International Corporation 
DISTRICT OFFICES: 


Chicago Detroit Pittsburgh 
Cincinnati New York ; St. Louis 
Cleveland Philadelphia San Francisco 


‘SBE SURE LE®?S MADE OF ARMCO INGOT IRON’? 
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ANNIVERSARY 





Metal has always had many 
uses. Yet today we are enter- 
ing an era of even wider use. 


Warm air as a.means to air 
conditioning will, undoubtedly 
be the heat ofthe future. 








FOREWORD 


N the swift course of progress and the intense 

competition of modern business, past history is 
apt to be forgotten. In truth, no industry, today, 
has much need for past history. 


7 7 7 


It does no harm, occasionally, to pause for a 
minute and look back. Oftentimes this looking 
back gives us courage to look intently into the 
future. And courage to really look into the future 
is not so common a virtue as one might think. 


7 A 7 


Probably no other industry could have survived 
the grievous errors the warm air heating industry 
has committed. Yet in spite of these internal trou- 
bles our industry still pushes ahead. There must 
be sound reason for this survival. It is, we feel, 
because basically warm air heat is the ideal heating 
principle. 

ee we a 

Let us take this moment to pause and look into 
the future. Warm air heating is being talked by 
the man on the street. Not as furnace heat or hot 
air heat, however, but as some new science known 
as air conditioning. He wants to know what it is 
and what it will do for him and his family. 


7 t 


So it was with the motor car when it came on the 
market. So it was with the radio and the washing 
machine and the oil burner, and a whole host of 
other things the American public has spent millions 
of dollars for. But in no case did the public’s 
money come without asking. It had to be sold. 

pope y 


We are going to have to do just this. The public 
won’t come to us. We have got to go to the public, 
with facts and figures and every argument avail- 
able. The message of conditioned air must be told 
day in and day out; by every available means, 
through every up and down of public fancy. If this 
is done, our industry will find the new and greener 
pastures. 

Te ee . 


This issue, the 37th Furnace Annual, celebrates 
fifty years of AMERICAN ARTISAN participation in 
the fields of warm air heating and sheet metal con- 
tracting. It also indicates AMERICAN ARTISAN 
confidence in the future. 
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The "SILENTAIR" fan (blower) is of the centrifugal, or 
squirrel cage type, operated at a very low speed bya silent 
"V" belt drive. It is the only type of furnace fan that will 
move air against pressure without noise. Three speed pul- 


leys are provided on the motor and fan. During the summer 
the belt should be shifted to the high speed for maximum 
ventilation and cooling. All bearings are outside the fan 
and easily accessible for lubrication. The motor consumes a 
negligible amount of current. If desired the blower can be 
installed without the air washer and you will have all the 
advantages of forced air heating and cooling. 
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The “SILENTAIR" air washer is an ingenious device very 
similar to the larger washers used in public buildings. City 
water pressure forces a finely divided spray from the many 
nozzles. The size of the spray is indicated on the pressure 
gauge and is easily adjusted by the convenient needle valve. 
The water supply is controlled electrically to operate only 
when the blower is in motion. The air is driven through the 
water spray where it is cleaned, deodorized, purified, humidi- 
fied and COOLED. It is then driven through eliminator SILENTAIR WASHER 
plates which remove the surplus water and drain it off to the 
sewer. Simple, economical and absolutely silent. 


SILENTAIR FURNACE 
FANS & AIR WASHERS 


Manufactured by 
A. GEHRI & CO. INC., TACOMA, WASH. 


Established 1892 
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It Must Be Merchandising! 


HE year just ending has been a tough period for 

the warm air heating fraternity. Manufacturer, 
jobber and dealer alike have suffered. But the year has 
opened our eyes to one all-important fact, that is—that 
to succeed we have all got to become merchandisers. 


We don’t expect every reader to take this thought to 
heart and go right out and ring every door bell in his 
community. The warm air heating industry wouldn't 
be in the condition it is today if we had done this door- 
bell ringing. . 

But in spite of pessimism and doubt and hesitancy 
and lack of courage to do something we have never 
done before, the industry is awakening to the fact that 
if we are to survive we have to become an industry of 
salesmen as well as an industry of mechanics. 


As a matter of fact, the day of the mechanic-dealer 
is rapidly passing out of the picture. True, we still 
have to know the mechanics of furnace installing and 
sheet metal work, but the dealers who are most success- 
ful are those who are making their foremen responsible 
for the mechanical features while the owner does the 
selling, designing, collecting and planning. 

Right here we want to hedge a little and put in this 
thought. This condition is without a doubt coming to 
pass. But it is making itself felt in direct ratio to the 
size of the community where the dealer is operating. 


To be specific, in large towns the dealer simply can’t 
be the mechanic as well as the owner. In the towns of 
from 25,000 to 50,000 the field is pretty well divided— 
about half the shop owners devoting themselves to the 
business end alone, while another half of the dealers 
are directing the construction of the job as well as 
being the business head. 

In the smaller city and the village there is a pre- 
ponderance of the combined dealer and mechanic. 


Probably the owner who does much of his own me-— 


chanical work will survive for a long time in the small 
community. 

Nevertheless, we must not forget that towns are 
becoming cities and cities are becoming great urban 
communities, and, as each community grows, business 
all along the line has to expand or fall by the wayside. 

We notice this. Most of the older generation are 


skilled artisans. Many of the younger generation, on 
the other hand, are men who have come into the heat- 
ing field from other lines of business and who know 
little or nothing about the mechanics of the industry. 
It is inevitable that the older will be supplanted by the 
younger, and in turn these men will be replaced by 
another generation which will undoubtedly be more 
business men than artisans. 


There is no use kidding ourselves that our industry 
is different from any other. It isn’t. 

Hundreds of other industries have passed through 
the same troubles we are now in. And in practically 
every case the transformation has been from the me- 
chanical to the merchandising. 

If you want to check on this, think back over the 
transformation of the blacksmith to the mechanic and 
now the auto dealer. The dealer isn’t a mechanic—he 
is a salesman. So with the radio. Our radio men today 
are salesmen primarily. So, too, with our competitors, 
the plumbers. Are the plumbers still packing kits? 
No. They are selling colored bathtubs. So, too, with 
any appliance now used in the home. The men in the 
business began as mechanics—but they had to become 
merchandisers to survive. 

So it is with us. We are right now about to step 
into a field where fans and blowers, washers and filters, 
humidifiers and automatic control, oil and gas heat and 
stoked coal, and air conditioning are going to be the 
heart and soul of warm air heating. 

To succeed in this new and greater field, we are 
going to have to sell. 

Of course we ought to know how equipment should 
be put in, but there is going to be plenty to do to keep 
abreast of the designing, selling, advertising, and engi- 
neering which will be necessary for this newer field 
without having to do the mechanical work as well. 

This business of becoming merchandisers is a most 
serious one. The change can’t be made in a day, or a 
week, or a year. It will be a slow process—but—in just 
the length of time we take to make the change, in 
just that proportion will we find that business has 
expanded and that we are not mechanics—but busi- 
ness men. 
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“I am a small town dealer. My field is 
6,000 persons counting children. Yet I 
can make money selling quality heating 


systems” 


“Il Never Could 
Get Cheap Enough— 





Now | Can’t Bid Too High!” 


sheet metal contractor in a rural 
community. 
‘My home town has only 6,000 
population. 
My shop is the kind the big city 
brothers look down on and wonder 
how on earth I make a living. 


| AM a warm air heating and 


The truth of the matter is that 
until just a few years ago, I didn’t. 

For the benefit of those who 
have never lived or done business 
in a community like mine, I want 
to say that we have just as much 
competition as you fellows in the 
big cities have. 

In my town there are five shops. 
We don’t have a lot of houses go- 
ing up. When a man builds a home 
in our town, he builds it to last 
for fifty years—and it does. 


In our town if Henry Jones’ gut-’ 


ter is leaking, every man, woman 
and child knows all about it. 

So do the five heating and sheet 
metal contractors. 

It has been said that the hand of 
Providence takes care of the dumb- 
bells, but it has been my experience 
that waiting for Providence to 
bring success is like waiting for a 
fish to bite without a hook or a 
lure. 

It has been my experience that 


every success can be chalked up to ” 


some well laid and well formulated 
plan and that this plan has been 
successfully executed. 


Before this truth was impressed 
upon me I had struggled for years: 


to make a living in my community. 
As a matter of truth, all that I had 


been doing was to pursue an occu- 
pation. 

I had a small shop on Main 
Street and handled all kinds of 
sheet metal work and installation 
of furnaces. My financial return 
was equal to the wages of a me- 
chanic who has steady employment 
the year around. 

It seems necessary to submit the 
egotistical statement that I was 
capable of producing any sheet 


‘metal products to satisfy the de- 
‘mands of my trade for design and 


construction, but I was everlast- 
ingly harrassed by the “boog-a- 
boo of PRICE. 

It seemed as though I could 
never get cheap enough, and that 
the biggest problem of my business 
was to see how cheaply I could 
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produce the jobs that were deliv- 
ered by my shop. 

This condition was _ especially 
evident whenever I undertook to 
sell a furnace job. It seemed that 
advertisements of mail order houses 
had set a standard of prices which 
customers thought I ought to meet. 

To make matters worse the other 
shops were up against the same 
problem and took the easiest way 
out—met this price. 

Price haunted me — everybody 
seemed interested in price alone un- 
til after the delivery was made. 
Then came the awakening and my 
customers wondered why price arti- 
cles didn’t give good service. 


At this time in my experience | 


‘realized that I must take a greater 


interest in my industry, myself, 
and my trade, and sell with bull- 
dog tenacity for the greatest utility 
each job that I had occasion to 
figure. 

But the mere determination to 


do a selling job was not the whole 
answer. I had to have something 
to sell that the mail order houses 
and competition couldn’t duplicate. 
What I needed was a product that, 
rightly installed, guaranteed the 





AMERICAN ARTISAN 
customer the highest type of heat- 
ing system. 
What I needed was a system 
which the owner could be proud of. 
I began to plan. I sat down and 
put down on paper all the heating 
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I would sell a system which 
would give the home owner the 
right humidity. I would give him 
automatic control for convenience 
and economy. Wherever possible I 
determined to sell some form of 
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“This is one of 
the large homes 
in which I have 
installed a high 
priced heating 
system. The own- 
er wanted auto- 
matic heat, auto- 
matic control and 
guaranteed satis- 
faction. He was 
not interested in 
price” 


Vv 


“This is the heat- 
ing plant I in- 
stalled. The heat- 
ing unit is a 
square casing 
American Furnace 
Company unit 
with an oil burn- 
er attached. Con- 
trol is full auto- 
matic 


Vv 


plants | was acquainted with. What 
did these plants offer the owner, I 
asked myself? To my surprise I 
found that practically every one 
offered just one thing—heat. Here 
was my answer. 


automatic burner, such as an oil 
burner, so that the customer could 
look to me to supply the very high- 
est type of heating equipment in 
my community. I would set myself 
up as a heating engineer and not 
be just another warm air furnace 
dealer. 

I knew that I was not much of a 
salesman. I was a mechanic—a 
good one, yes—but not a salesman 
or a heating engineer. 

This part of the task worried me. 
How could I make my ability. over 
quickly? By co-operation with the 
engineering department of some 
manufacturer whereby I could take 
advantage of their experience. 

So I changed my line so that I 
did have all these essential things. 

My next problem was to arrange 
a sales program which would make 
it certain that I would present each 
selling argument most emphatically 
and not forget any one of them. 
To do this I determined to base 
each sale upon a plan all prepared 
to show the customer each feature 
of the system I proposed to install. 

When a job came up I went out 
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and measured up the house. If it 
was a replacement job, I looked 
over the house, made a rough sketch 
showing the location of the present 
registers and grilles and marked 
down the parts of the system I 
thought ought to be discarded. 
Most important, I got from the 
owner the entire list of faults he 
found in his system. 
Up to this point no mention of 
my sale was made. I wasn’t ready. 
Then back to the shop where I 
prepared a good set of drawings 
showing the system and what was 
needed. This went to the engineer- 
ing department along with all the 
notes I had taken from the owner. 
If the job did not show any fea- 
tures which required more experi- 
ence than mine, I prepared the 


plans myself. Heat losses were 





carefully calculated, each room was 
gone over several times to check 
my figures. Against this set of fig- 
ures the old system was checked 


and then the “bugs” of the owner 
were checked against my figures. 
If after this attention to detail, my 
figures showed that my plan would 
work, the final plans were drawn. 

Then I was ready for the most 
important part of my new plan of 
operation. 

I added my fair profit. 

It is a good profit. I am giving 
my customers the benefit of a tail- 
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“This is a smaller 
home, but the 
owner was just 
as much inter- 
ested in my story 
of quality heating 
as was the owner 
of the large home” 


ored heating system, which I guar- 
antee will heat every room to the 
owner's satisfaction. I am selling 
as high a quality of merchandise as 
I can buy and it is being put in just 
as well as I know how. 


I am entitled to a good profit. 
There is nothing cheap about my 


“In the basement 
of his house I put 
this heating plant. 
It has the modern 
features provided 
by my manufac- 
turer and which I 
am building my 
business on. 
Though price may 
mean more to this 
owner than to the 
other, I can sell 
engineered heat- 
ing over my com- 
petitors who are 
still talking price” 


merchandise or about my service 
and if that is what the customer 
wants, then he should pay me a 
profit which will insure my remain- 
ing in business and rendering him 
satisfactory service. 

I haven’t had a complaint about 
this profit. It is a lot more profit 
than my competition is getting. But 
the people I sell want the best in 
heating and, like buying the best in 
cars, they are willing to pay for it. 

Needless to say, my _ business 
shows a _ substantial growth, my 
shop is fully equipped, and on Jan- 
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uary | we will occupy our new two- 
story building which has a floor 
space of 50 feet by 30 feet in the 
basement and each floor. 


In addition to my sheet metal 
contracting business, I supply many 
of the sheet metal contractors in 
the surrounding territory with parts 
I manufacture, and my heating 
business has developed to the point 
where I sold a residence replace- 
ment job for $1375, including the 
oil burner, a $1200 job in a new 
residence, including the oil burner, 
and a job in a furniture store for 
$2120. 


Lindbergh didn’t land safely in 
Paris because he was lucky. Byrd 
returned from the South Pole in 
spite of all hazards. Each feat was 
the result of carefully formulated 
plans that*were capably executed. 

The time is here right now when 
the problem I have settled to my 
satisfaction and profit must be 
solved by every warm air heating 
contractor. who really wants to stay 
in business and make money. 





“I also use modern design upstairs. 
Sidewall registers and baseboard re- 
turns are one of my selling points” 
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METAL FOR PERMANENCE—TIN 
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Iron is one of our oldest metals. Its use, 

as tin, on buildings dates back to the be- 

ginning of the sheet metal trade. That 

tin possesses to a high degree the quali- 

ties of long life are attested by the pic- 

tures on this page, which show a few of 
the more famous old tin roofs 












The towers of the 
church of Saint 
John the Baptist, 
Pittsburgh, were tin 
covered 40 years 
ago. This roof is as 
sound today as then 














Below: The City 
Hall, Louisville, 
Kentucky, is  pro- 
tected by a tin roof, 
laid in 1896. It is 
in perfect condition 
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Most everybody has 
heard of the Max- 
well House, Nash- 
ville, Tenn. It was 
roofed with tin in 
1850. The original 
roof is still in serv- _ “ 
ice ~ i 


fr 





a 
Montpelier, former home of James Madison in Virginia, has a tin roof which . This tin roof on the Observatory, University 
has been in service for fifty years of Michigan, was laid in 1853 
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This $360 


Direct Mail Campaign Sold 
$1867 of New Business 





BELL PHONES 


RESIDENCE 
GARFIELO 1262 


J. E. BOYLE 
ROOFING OF ALL DESCRIPTIONS 


WARM AIR HEATING ENGINEERS 
SPOUTING AND SHEET METAL WORK 


3331 Frankford Avenue 
Philadelphia, Pa. 


April 14, 1930. 


Mr. A. M. Keyes, 
6745 N. Broad St., 
Philadelphia, Pa. 


Dear Mr. Keyes:- 


As & roofing man, I know that you dm't give much thought 
to your roof - until it starts to leak. Not many people 
do - nor want to - but that's my business. 


It's thawing up there now, and I want you to let me go up 
and inspect it for you as only @ roofing mn can. 


If the inspection shows you don't need any roof service 
we'll be glad to tell you - and it will make us just as 
happy as it will you, because we like to think of roofs 
being in good condition. But - 


If it needs a job - regardless of how small or how large - 
gaia get the lowest quotation consistent with good 
wor k. 


And - you might recall the old adage: "an ounce of pre- 
vention is worth a pound of mre. 


The enclosed return card weighs an ounce. Might we sug- 
gest that it's the ounce we refer to - no postage required. 


Sincerely, 


JEB/GC 


P. S. - Two things more - we don't have any salesmen - 
just darn good roofing men. and our service includes 
spouting, skylight, heating - and we cater to industriel 
Philadelphia. 


OFFICE AND SHOP FULLY COVERED 
GARFIELO 7544 BY COMPENSATION 


BRICK AND STONE POINTING 











Above is the first letter which 
brought back $1867 of new 


But any solicitation through the 
mail must be studied and worked 
out to.the smallest detail or the 
whole program is likely to fall flat. 

This can be illustrated by the di- 
rect mail campaign recently worked 
up and used by J. E. Boyle, a Phila- 
delphia heating, sheet metal and 
roofing contractor. The campaign 
will bear close study—first because 
the part which was handled rightly 
was a huge success and second be- 
cause the balance of the campaign 
was undertaken too hastily and 

























IRECT mail advertising has 

come to be sucha tremendous 

field of solicitation that the 

average home owner is deluged with 

mailing matter which he seldom 

reads and even less frequently takes 
advantage of. 

Because of this attitude on the 
part of the public, the warm air 
heating and sheet metal contractor 
has fought shy of direct mail. As 
a matter of fact, however, direct 
mail is one of the most. potent 
forces the contractor can call upon. 


business. Its appeal is direct 
to the home owner and it 
speaks from his interests and 

point of view 
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failed. From this story we can 
draw two lessons—one on how to 
succeed and one on how not to suc- 
ceed. 

This advertising campaign was 
built around solicitation for roofing 
and heating business—particularly 
repairing work and reroofing. As 
a second line of endeavor the con- 
tractor tried to work in some busi- 
ness for the warm air heating side 
of his operations and this fell down. 

The basis of the campaign was a 
series of five letters. However, only 
three of the letters were used. The 
first two letters used told about 
roofing repair service. The third 
letter tried to get heating work. 











The first thing the contractor 
needed was a good mailing list. This 
list had to be confined to a radius 
within his field of service and also 
had to have good names. Such a 
list, consisting of 800 names was 
bought for $10.00. While the names 
were of folks within his field of 
operations all the people on the list 
were unknown to the contractor. 

This situation worked two ways. 
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Mr. A, M. 

6743 WN, avesd at 
Philadelphia, Pa. 
Dear ur, Keyes:. 


Your heati 
fire-devouring 


We admit itts 


heati darn hard 
on, © Plant's involved, foin8 uP to "2" but 


We'll glad) 
hundred of. pHa on 
changes that 
Proposed chan, 
The 


time for P 
epa 
wait for cold weather” 


should 
Bes free of 


sed 
scene m _— wi 


Wha t's the verdicts 


JEB/Gc 








. This is the second 
letter. It brought 
back some replies, 
but no actual busi- 
ness. Its appeal is 
more general and it 
probably was mailed 
too soon after the 
first one to catch the 

at just the right time 

4 


Oy 


°o) 


First, the contractor knew nothing 
about the circumstances of the 
names and second the people the 
contractor proposed to appeal to did 
not know him, his shop, or his 
ability to do their work. The re- 
markable results obtained, there- 
fore, can rightly be said to prove 
the potency of direct mail, well 
planned. 

Mr. Boyle did not prepare the 
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Very truly yours, 


letters personally, but had them pre- 
pared by a direct mail firm. The 
contractor and the firm sat down 
and explained their respective prob- 
lems and desires. From this con- 
ference the series was worked out. 
The letters cost 9 cents per letter 
including mailing and postage. cm 

The whole program was mapped 
out early in the year. The first let- 
ter was to get roof repair work 
and was timed to reach the home 
owner right in the middle of the 
season when a bad roof is about 
the worst thing to have around the 
house—April. 

The first letter was mailed to the 
800 names. Just before mailing, 
contractor went over his entire or- 
ganization, though his is a small 
shop, and got everything ready for 
work. Most important of all, since 
he was going to close the prospects 
personally, he rehearsed his sales 
arguments, got his prices lined up, 
and in general prepared for a fight. 

From this first mailing of letters 
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In the third letter, the contractor 
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30 cards came back. Mr. Boyle got 
right on the job and called on the 
30 home owners, personally. Each 
of the 30 roofs was inspected and 
needed repairs recommended. From 
the estimates of the repair cost 4 
jobs were secured. 

The total revenue from these 4 
jobs was $1867.00. 

And perhaps as important, every 
dollar of this amount was collected 
promptly. 

Approximately three weeks later 
the second letter was mailed to the 
same list. This letter did not have 
as personal an appeal as did the 
first and may have been mailed too 
close on the heels as the first one. 
At any rate only three cards were 
returned and no business was got- 
ten from the three returns. 

As Mr. Boyle analyzed this re- 
duced return, the second letter was 
mailed too close behind the first, 
but a careful reading of the letter 
will show that whereas in the first 
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he appealed directly to the prospect 
in terms of the prospect’s problem 
of the moment, the second letter is 
more general in its appeal and, 
furthermore, does not speak so in- 
timately of the prospect’s troubles 
as did the first. 

The third letter of the series had 
an entirely different appeal. This 
letter was intended to solicitate fur- 
nace repair and cleaning work. The 
mailing to the same 800 names was 
made about three weeks after the 
second roofing mailing. 

This third letter did not bring in 
any inquiries. 

The campaign can be analyzed to 
produce some interesting figures. 
The letters cost 9 cents each, in- 
cluding mailing cost. The first 
mailing of 800 letters then cost 
$72.00. Thirty inquiries from 800 
letters gives a percentage return of 
3.7 per cent. From the 30 inquiries 
four jobs were secured. This is a 
12 per cent return from the in- 
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can go wrong that every contingency 
must be taken into account if success 
is to be assured 


quiries. Since these four jobs sold 
for $1,867.00, we find that the cost 
of getting this work was 4 per cent 
of the cost of the total income from 
the mailing. 

Any campaign. which gets in 3.7 
per cent return from direct mail 
solicitation can be called very favor- 
able. Also a cost of only 4 per 
cent to get business can also be 
called a success. 


Had the campaign ended, then, 
with the first mailing, the effort 
could have been called very success- 
ful. However, we must consider 
that the cost of the campaign really 
was $360.00, even though two of 
the letters were not mailed and no 
return in actual money came from 
two of the mailings made. 

Taking the cost of $360.00 as the 
actual cost of the campaign we find 
that the contractor got $1,867.00 of 
actual business from this expendi- 
ture. This would be a cost of 21 
per cent. 

This puts an entirely different 
light on the campaign, yet it does 
not mean that the cost was really 
excessive — providing — that these 
jobs brought their rightful profit. 

Had the same care been used for 
all the campaign, the results from 
the second and third mailing no 
doubt would have been much better. 
The campaign proved very instruc- 
tive and as analyzed not costly. 
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The dome of the State House, Boston, 
was first covered with copper by Paul 
Revere. In 1831 a new copper roof 
applied. This copper is still in place 











This copper roof 
is older than the 
United States. It 
is on Christ 
Church, Phila- 
delphia 








Copper is one of the 
world’s oldest metals. 
We know this because 
copper is one of the 
most enduring of 
metals and we are al- 
ways finding still older 
copper articles. These 
pictures show some of 
the oldest examples of 
copper as a roofing 
material. 
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The dome of the National Capitol 
was covered with copper in 1800. 
It is in perfect condition today 




















The dome of St. 
Peters, Rome, is the 
largest dome in the 
world. It is covered 
with copper 
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Trinity Church at 
Wall Street, New 
York, was sheathed 
with copper in 1846. 
It has never had ten 
cents maintenance 
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This house, priced at $38,500, was 
sold this year in. spite of the depres- 
sion in real estate, solely because of 
the complete air conditioning sys- 
tem. The builder and the heating 
man worked out this sales appeal by 
co-operative thinking and planning 





‘URING the last two years, 
the speculative builder. has 
found it hard to make a 

living. Folks are not only not build- 
ing houses they are not buying 
them. 


To. offset this depression, the 
builder has turned his houses into 
veritable show rooms where the 
newest doo-dad and the most com- 
pelling eye attractor vie with mod- 
ernistic architecture and decoration 
to attract the interest of the pros- 
pect. This attempt to compel at- 
tention is mainly responsible for 
the great show of colorful bath- 
rooms, glistening fixtures, tricky 
furnishings and all the great pa- 
rade of fanciful “needs” for mod- 
ern housekeeping. 


In Toledo, Ohio, one progressive 
warm air heating contractor has 
joined hands with an equally pro- 
gressive speculative . builder and 
worked out a plan which even dur- 
ing this year of fallen sales has 
enabled the builder to erect and 
SELL several houses, the cheapest 
of which sold for $20,000. The 
highest price was well over $50,000. 


The secret of this allied success 
is an air conditioning heating sys- 
tem. 

The heart of the system is a gas- 
fired warm air furnace, a blower 
and a washer all controlled auto- 
matically and the whole connected 
to a system of flat ducts and the 
latest patterns in registers and 
grillés. 

The heating contractor who has 
developed this excellent business is 
the Schmidlin Brothers Company. 
The speculative builder is the D. A. 
Spitznaugle Company. The units 
used are Bryant furnaces, Silent Air 
blowers and washers. 

This adoption of conditioned air 
as a selling appeal to the prospect 
willing and able to spend from 20,- 
000 to $50,000 did not come about 


as a matter of chance. As a matter 
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of fact, these two contractors. had 
been working together for several 
years—always giving the public the 
best in design and construction in 
the houses and the latest and best 
in heating. 


The first co-operative installa- 
tions were coal burning heating 
plants operating on gravity. Then 
forced air behind the coal furnace 
was introduced. Then natural gas 
came to Toledo and the demand for 
gas furnaces was met by a forced 
air, gas-fired installation which 
made: the Spitznaugle houses much 
indemand.- The ultimate in heat- 
ing equipment as we know it today 
is the present arrangement with the 
automatically operating gas furnace, 
a blower and a washer. 

It was only natural that this in- 
troduction of the gas furnace should 
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Without Air Conditioning 
ong be Looked Upon as Modern 


open up to the heating contractor 
another and even larger field among 
a class of home buyer which had 
heretofore held off from buying a 
warm air heating system under the 
impression that this systerh was ob- 
solete. This is the home owner who 
buys or builds a home costing from 
$20,000 on up. 

By far the most interesting fea- 
ture of this co-operative effort is 
the stress laid on air conditioning. 
It is this air conditioning which is 
appealing to the buyers of houses 


Here is the blower 
and ‘washer used 
in the house on 
the opposite page. 
In 100-degree 
weather this past 
summer the inte- 
rior temperature 
was dropped sev- 
eral degrees and 
a complete circu- 
lation of air set 
up. The buyers 
were astounded at 
the comfort se- 
cured 





and it is on this feature of the 
homes that the builder is placing 
the emphasis of his sales and ad- 
vertising campaigns. 

Some very interesting things have 
been discovered about home air 
conditioning. Dan Schmidlin, one 
of the brothers of the firm, ex- 
plains the cooling and washing fea- 
ture like this— 

“This washer unit has made it 
possible to not only filter, purify 
and cleanse the air of any impuri- 
ties, but has actually lowered the 


temperature throughout the house 
on a hot summer day. 

“The cooling effect of the washer 
unit depends, to a great exent, on 
the temperature of the water. On 
the particular house told about here 
we were handicapped during the 
extreme dry spell of last summer 
by water which tested approxi- 
mately 86 degrees Fahrenheit. With 
the additional help of the cooler 
basement and the air drawn through 
the duct under the library floor, we 
were able to discharge the air at a 
lower temperature. It was our or- 
iginal plan to cool only the library 
on the first floor. That was the 
reason for originally planning the 
cold air underground duct and dis- 
charging the air at the ceiling in 
this room as shown on plans. 

“After this system was in opéra- 
tion, we found we were able to 
discharge a large volume of cool 
air at every register connected to 
the furnace. To our surprise we 
found that the cost of operating 
this washer unit was practically 
nothing. 

“Generally speaking, washed op- 
eration in Toledo costs about this— 
For cooling purposes, using a 
twelve-pound water pressure cost 
of operation was $1 for 208 hours. 

“For heating and humidifying, 
using a twenty-five pound pressure, 
cost of operation was $1 for 135 
hours. 

“The above prices are based on 
the following: at a twelve-pound 
pressure this unit will consume 
thirty-six gallons of water per hour. 
Seven and one-half gallons of water 
to one cubic foot or 4.8 cubic feet 
of water consumed each hour. Rate 
prevailing at this time is $1 for 
1,000 cubic feet or 208 hours for $1. 

“For heating and humidifying, 
at a twenty-five pound pressure, this 
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The heating system is a compact lay- 
out using three main trunks for warm 
air and four return air lines. Some 
very interesting design features were 
worked out to make the system com- 
pact and conserve material and labor 
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unit will consume fifty-six gallons 
of water per hour. Seven and one- 
half gallons of water to one cubic 
foot or 7.4 cubic feet of water con- 
sumed each hour. Rate prevailing 
at this time, $1 for 1000 cubic feet 
er 135 hours for $1. 

“T might say that in a number of 
cases the contractor or home owner 


e 


has consented to drilling an artesian 
well, which in this community will 
guarantee a water temperature of 
48 to 52 degrees in the hottest sum- 
mer weather. This solves the water 
temperature problem. 

“Our company is installing for 
Mr. Spitznaugle at this time two 
complete heating and air condition- 
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ing units in residences costing ap- 
proximately $25,000. 

“Mr. Spitznaugle has always been 
favorable to warm air heating and 
our company has installed a great 
number of jobs for him in the past 
several years. Since the air condi- 
tioning system has become a health 
guardian and can guarantee com- 
fort throughout the entire year, our 
company has installed for him a 
number of jobs in homes ranging 
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new home under construction be- 
fore the home is plastered. This 
assures a slow drying process and 
prevents plaster from cracking. 
The same thing is true of the in- 
terior finish. Wood work, built in 
features such as cabinets, etc., will 
not warp or buckle, nor will the 
hardwood floors if the washer is al- 
lowed to run during the process of 
construction. 

‘In our estimation, in the very 
near future a large percentage of 
homes built for sale, costing more 
than $20,000, can be sold on the 
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built and sold some really wonder- 
ful homes. The photographs and 
plans show a typical house. This 
one sold for $38,500. Throughout 
the entire house every detail of con- 
struction and equipment is in keep- 
ing with the sales price of the house. 
Only the best of material and the 
best of design and construction are 
included. 

In this house the first floors are 
all of concrete slab on steel joists. 
The lower side of the trusses are 
not plastered in and the ducts were 
run between the steel joists wher- 























et Cl 











75 


There is nothing unusual ir the 
heating system for the first floor, 
with the exception of the library, 
which is over an unexcavated sec- 
tion of basement. The runs for 
this room are taken up to the ceil- 
ing level through wall stacks and 
then carried across the small hall 
ceiling and open into the library 
through a ceiling register. The 
same construction is followed in 
heating the adjoining lavatory. 

The return air from the library 
is carried through a special duct. 
It was intended to use this duct to 
help cool the air during summer. 

It will be noted from the layout 
that both side wall and baseboard 
registers were used. In the large, 
main rooms baseboard registers are 
employed, while in the smaller serv- 








The most interesting : 
feature of the second l 
floor layout is the 
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plan for getting re- are 


turn air out of the ; seenend 
two central bed- ; 

rooms. Notice how 
this has worked out. 
Each bathroom has 
a combination regis- 
ter and hair dryer 

installed 
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idea of warm air heating and air 
conditioning. 

“Warm air heating contractors 
need only to prove to the architect 
and builder that the system is me- 
chanically reliable and efficient and 
jobs will be forthcoming in great 
numbers. Confidence has been lack- 
ing and certainly the warm air fur- 
nace man, too often known as the 
‘Hot Air Furnace Man,’ needs only 
blame himself. Unless the warm 
air furnace man wakes up and 
realizes the possibilities in air con- 
ditioning, I sincerely believe he will 
be replaced by a merchandiser from 
other lines of business who has seen 
that the industry has been revolu- 
tionized.” 

The Spitznaugle company has 
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ever possible. 

The layout of the heating system 
through the basement shows a com- 
pact arrangement of ducts, in which 
main truck lines, split into branches 
are used to reduce the number of 
leads through the basement. In the 
system four trunks are employed, 
three of them being large with sev- 
eral branches and the fourth a small 
run for the garage. 

The basement recreation room is 
heated through a lead from one of 
the main trunks. The air is intro- 
duced at the breathing line near one 
end of the room and return air is 
taken out at a point about the mid- 
dle of the inside wall. The rest of 
the basement is heated from the 
furnace and the ducts. 








ice rooms side wall registers are 
used. Just which type was to be 
used depended upon the purpose of 
the room and the furnishings. 


The most unusual feature of the 
second floor layout is the method 
used to get the return air out of the 
two central bedrooms. To conserve 
space and duct runs in the base- 
ment, return air grilles were placed 
in the baseboard on the outside 
walls. A duct then carried the air 
across under the bedroom floor to 
the central and common partition. 
Here both ducts dumped into a 
stack which ran down the partition 
of the first floor and connected into 
the two ducts which bring air from 
the dining room and kitchen on the 
first floor. 
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CONTROL CREDIT 


WO years ago, namely, No- 
[vente 1, 1928, the construc- 

tion industry of Detroit set 
out on an economic venture which 
was unique in the annals of com- 
mercial activity. This experiment 
consisted of banding together many 
of the different trade groups of 
construction for the purpose of 
bringing sanity into industry credit 
procedure. 

The name of this organization is 
the Allied Construction Industries 
of Detroit. Since this original or- 
ganization was set up, many other 
cities have investigated the organi- 
zation and have adopted its plans. 

The far-reaching influences of 
this institution and resultant pub- 
licity in construction circles has 
created a credit consciousness on 
the part of the entire industry of 
the country. Regardless of per- 
sonal opinions as expressed by 
some delinquents regarding the Al- 
lied Construction Industries, there 
is a complete realization on all 
sides that credit is not an inherent 
right of any firm or individual op- 
erating or desiring to operate in 
some section of this country. 

Credit is now recognized as a 
privilege that must be merited by 
continuous good payment behavior 
and a degree.of financial responsi- 
bility. 

Credit is now appreciated as a 
commercial convenience, not a non- 
interest bearing loan of unlimited 
duration in the form of goods or 
services. 

Credit malpractice, careless ex- 
tension of credit or loose credit as 
it is commonly called, is at once 
the most costly, most prevalent and 
least understood malady of the 
commercial world. It is the cancer 
of business and, like its prototype 
in medicine, is insiduously eating 
out the vitals of business. 

Our members have come to real- 
ize that loose credit: 


(a) Invites underfinanced and 
incompetent operators. 

(b) Perpetuates these undesir- 
ables in business. 

(c) Overcrowds industry. 

(d) Puts premium on question- 
able practices. 

(e) Lowers all standards, in- 
cluding workmanship and mate- 
rials. 

(f) Creates destructive competi- 
tion. 

(g) Increases losses. 

(h) Saddles all losses upon re- 
sponsible operators. 

A current catch phrase is that 
every one is entitled to a chance in 
the business world which, of course, 
is true if he accepts all of the risks 
and does not leave his errors to be 
paid for by others. 

Paying a premium or being pen- 
alized in order to subsidize incom- 
petent operators is something to 




















Lists of delinquent customers are 

sent out to all members.. Any order 

can be checked against this list and 

additional information gotten by 

telephone if necessary. This service 
saves money losses 


which every individual in all pur- 
chasing groups strenuously objects. 

Collecting from and sending out 
to our members current, dependable 
credit information is the manner 
in which we attack the problem of 
curbing credit malpractice. This 





And You Place a Check 


On Incompetence, Over- 


crowding, Poor Work- 


manship, Underbidding 
and Cut-Throat Compe- 


tition. ~ ~ ~~ 


By N. J. BIDDLE 


General Manager, Allied 
Construction Industries 


surely has been most effective in 
putting a stop to the pyramiding 
of accounts. 

Pyramiding of accounts has made 
it possible in the past for irresponsi- 
ble ‘or unscrupulous operators to 
continue business indefinitely, be- 
coming more deeply involved all 
the while. 

There are several perfectly sound 
reasons for an individual operator 
refusing to extend additional credit 
to a firm which has failed to prop- 
erly meet its obligations. 

First, the firm who does not pay 
its other creditors is not likely to 
treat your concern any better and 
surely is not a good credit risk. 

Second, selling a delinquent is in 
actual effect granting him better 
terms than the prompt paying cus- 
tomer enjoys and is manifestly un- 
fair. 

Third, in selling delinquents, the 
dealer is placing unqualified compe- 
tition in the field against his legiti- 
mate customers thereby undermin- 
ing the business of these good ma- 
terial outlets. 

Continuing to sell delinquents is 
in effect placing a financial penalty 
upon the competent operator in or- 
der to subsidize the incompetent. 

The complete elimination of 
credit abuses cannot be brought 
about in a short period of time. In- 
dustry habits acquired through gen- 
erations and in a period when 
business was less complex than at 
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present cannot be changed over 
night. 

How this establishment of credit 
works may best be explained by re- 
lating how the construction indus- 
try of Detroit has worked out its 
problems and put credit on a sound 
financial basis. What has been done 
in Detroit can, of course, be done 
in any other community. 

Outside of the necessary organi- 
zation work, most of our effort has 
been directed toward credit stabi- 
lization. The method of approach 
has been to have each affiliating 
group establish a delinquency date 
or time up to which accounts are 
considered current and _ beyond 
which, they are delinquent. 

Securing the establishment of 
delinquency dates in the member 
groups is creating standards and is 
a worth while effort. The more 
substantial elements in the industry 
welcome the establishment of 
standards and naturally adhere to 
them. 

The Allied Construction Indus- 
tries undoubtedly has the most 
complete and accurate file concern- 
ing questionable accounts of any 
agency serving the industry. These 
files are constantly being augmented 
and already contain many thou- 
sands of names. 

The following rules are self- 
explanatory : 

Rule 1. A complete list of all 
accounts becoming delinquent un- 
der the standard terms of your 
group must be sent into our office 
not later than the second day of 
each month. 

Rule 2. Payments received on 
delinquent accounts must be im- 
mediately reported to our office so 
that the account may be cleared. 

Rule 3. Each open account sale 
to a delinquent must be immediately 
reported to the office for the infor- 
mation of our members. 

These are the essential rules and 
provide for a constant influx of 
current credit information. 

Reciprocal arrangements are be- 
ing made with other agencies from 


time to time, thereby extending our 


range of information. 
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The Allied Construction Indus- 
tries Credit Bulletin is undoubtedly 
the most effective instrument for 
the improvement of credit condi- 
tions ever designed. It is a com- 
plete interlocking monthly inter- 
change of adverse credit informa- 
tion collected from many trade 
groups. The monthly lists of de- 
linquent accounts sent in by the 
members are consolidated in the 
credit bulletin together with other 
pertinent information. 

Full use of this service is the 
most effective curb on illicit credit 
practices. Listing not only gives 
the creditor a large measure of 
protection but also forewarns other 
possible sources of supply so that 
they may adequately protect them- 
selves. 

Each month a letter of notifica- 





INCOMPETENT 
CONTRACTOR 





COMPE TENT 
a CONTRACTOR 


Las 





Permitting the incompetent to re- 

main in business is in reality sub- 

sidizing the incompetent with money 

taken from .the competent dealer. 

This is one-of the greatest evils of 
credit 


tion is sent out to firms reported 
delinquent so that they may have 
advance notice. This gives such 
firms an opportunity to settle the 
account before being listed or to 
establish a claim of dispute, in 
which case the account is not listed 
at all. Our institution is in no sense 
a collection agency but one of the 
most beneficial by-products of our 
effort is the acceleration of pay- 
ments. 

No business man wants a mark 
against his credit record and, con- 





77 


sequently, will settle his accounts, 
if possible, before being listed. 

Credit reports are free to mem- 
bers unless it becomes necessary to 
secure same from some agency with 
which we have no reciprocal agree- 
ment, in which case, a nominal 
charge is made. Increasing use is 
being made of this service and has 
resulted in saving many thousands 
of dollars to our members. There 
can be no more effective insurance 
against loss. Any member not tak- 
ing advantage of such valuable in- 
formation as this is neglecting a 
real opportunity. Services are like 
our muscles, growing stronger with 
exercise. 

Why fight? In every fight, both 
sides lose. Breaches occur which 
are sometimes never cured. They 
often react to the embarrassment of 
one or more groups, the members 
of which should work in the closest 
harmony, having many common 
problems. 


Arbitration provides the most 
sensible method of handling dis- 
putes and largely precludes the 
aftermath of hate. Arbitration is 
the most economical, speedy and 
practical method of settling dis- 
putes. The arbitration service of 
the Allied Construction Industries 
is an ideal medium for settling dif- 
ferences of opinion without pro- 
longed or delayed court proceedure. 

To date our efforts at agbitration 
have returned more money to .cred- 
itors than the entire cost of operat- 
ing the organization during its life- 
time. This, too, is a public service, 
saving the taxpayers money and not 
cluttering up the courts with a lot 
of needless work. 

One of the most potent factors 
in retarding progress in our indus- 
try has been the apparent opposi- 
tion of interests on the part of vari- 
ous trade groups. Many of these 
different divisions have been work- 
ing at cross-purposes for an indefi- 
nite period, the activity of one 
group diametrically opposing the 
effort of another. No progress can 
be made in this manner. 

Common sense dictates that since 


we are all part of one industry, our 
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real interests are exactly the same. 

The Allied Construction Indus- 
tries does not in any way circum- 
scribe the activities or freedom of 
any group. Each group retains its 
individuality, has complete 
autonomy and makes the credit 
rules under which they operate in 
their affiliation with our organiza- 
tion. 

In setting up the Allied Construc- 
tion Industries, consideration was 
given both to the handicap under 
which the single trade association 
has always had to work and also 
to their real accomplishment in the 
development of organization tech- 
nique and constructive effort. 

We believe our organization set- 
up, membership by group affilia- 
tion, is the proper one and it has 
worked out very well except in the 
case of those units which were 
poorly organized or unwilling to 


own 
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put forth a sufficient amount of 
effort in their own behalf. 

Periods of reduced volume bring 
problems for even those firms of 
unquestioned financial _ stability. 
Much more seriously does it affect 
that far larger number whose capi- 
tal is very limited or entirely too 
small. Unfortunately there are 
many in this category. They are 
confronted by the problem of re- 
maining in business somehow until 
there is some business available. 
The natural tendency under pres- 
sure is to grab at anything that 
looks like an order in the hope of 
securing some cash to apply on past 
due accounts. Many of these firms 
are good operators under normal 
conditions and an asset to construc- 
tion. 

Manifestly we would not be 
giving full credit service, if we 
failed to accept this responsibility. 
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We have undertaken this Adjust- 
ment Service for the purpose of 
assisting solvent but embarrassed 
firms to weather the storm and for 
the orderly liquidation of such 
firms as are insolvent. Our Adjust- 
ment Service offers the most prac- 
tical and economical method in 
straightening out financial relation- 
ships while giving the maximum 
protection to both creditor and 
debtor. 

Credit abuse is the underlying 
cause of most of our troubles. 

Purchasers who buy on price 
alone, giving no thought to the 
policies of their suppliers, are fool- 
ishly generous for they are indi- 
rectly contributing to the support 
of their irresponsible competitors. 
Good judgment dictates that you 
should ascertain the policies of a 
supplier, both as expressed and 
practiced, before giving patronage. 
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This 25-Year Old 
Brick Set Is Still 
Serving Faithfully 


This brick set furnace 
was installed in 1905 in a 
large house in Philadel- 
phia. The furnace was in- 


stalled by A. B. Bennett and 
Company, 1632 Thomp- 
son Street. 


The house has eleven 
rooms and one bath. All . 
the rooms are large, mak- 
ing the heat loss for the 
building quite high. 

The furnace is composed 
of six No. 20 gauge sheet 
iron drums hooked into 
the firing chamber. 

The owner of the house 
says that in spite of every 
variation and even in the 
most severe weather his 
house has always been 
warm and comfortable 
throughout. 
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Zinc is one of the oldest metals 
used for roofing and trim. It is one 
of the most widely used metals 
in Europe, where dozens of the 
world’s famous buildings are 
roofed with zinc. Paris, for exam- 
ple, is said to be roofed with zine. 
Zine was first rolled in_ this 
country about 1850, and this in a 
small way. Today, practically every 
sheet metal contractor has worked 
in this metal and its uses have in- 
ereased manyfold. 
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The Reeve House, Jamesport, N. Y., is one of the historic old houses of 
the East. The zinc roof is 65 years old and is in perfect condition. The 
construction is much similar to the way we lay zinc today 
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Just a few years ago there was torn 
down one of the oldest houses on 
Staten Island, New York. For 77 
years the house has been protected 
by a zinc roof. When demolished, 
the zinc was found in perfect con- 
dition. Although exposed to sea 
air, the zinc retained all its original 
toughness and brought considerable 
as scrap 
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The Santa Clara County Court 
House was built at the close of the 
Civil War. When the building was 
erected a zinc roof was specified to 
insure long life. Today this original 
zine roof is 64 years old. This roof 
went through the San Francisco 
earthquake with only the separation 
of a few seams. In the last 18 years 
maintenance has been $80 and this 
was due to two accidents not at all 
the fault of the roof 
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What Are You Doing 











O matter where your shop is 
N located or what kind of a 

shop front you may have, 
there are many things you can do 
to improve it and to put it profit- 
ably to work for you. When you 
consider the potential advertising 
value your shop frontage possesses 


In this window of the 
City Heating Co., the 
furnace and registers are 
grouped to present a 
pleasing picture and af- 
ford an unobstructed view 
of the attractive interior 


The furnace end of a hard- 
ware window display in which 
a sign lists surrounding 
towns in which this dealer 
has installed furnaces 


—the countless number of people 
who pass it each day—you cannot 
help but come to the conclusion that 
something should be done about it. 
You have a tremendous asset that 
is going entirely to waste, otherwise. 

Retail establishments in general 
devote a great deal of attention and 





Potted plants and vines help to give this 
window a pleasing atmosphere. Neatly 
lettered placards provide the sales appeal 


WINDOW 


Does Your Window 


he 


In selecting a site for their business 
the Munkel-Rippel Heating Co. evi- 
dently gave careful consideration to 
its advantages from a display stand- 
point. This store front says “come 
in” in unmistakable language 


money to their window displays, for 
it is the most effective means of 
literally pulling people into the 
store. Store locations are therefore 
selected not so much with reference 
to their accessibility and convenience 
as with reference to the number of 
people who pass them each day. 









Rental values are determined largely 
on this basis. 

Much of the selling of the warm 
air heating and sheet metal con- 
tractor is done on the customers’ 
premises which may lead some to 
the conclusion that there is no need 




















About Your 


DISPLAYS? 


Say, “Come in”? 
a 


In the attractive display room 
of the Elite Sheet Metal Works 
no opportunity is overlooked to 
display the heating accessories 
which help to sell warm air 
heating 


for an attractive sales room and 
window display. There is little that 
can be said along this line about 
the warm air furnace dealer that is 
not equally true in other branches 
of the home appliance business, 
where constant and aggressive can- 
vassing is the rule. Yet the most 
successful merchandisers in these 
fields have well located sales rooms 
when possible and do everything 
possible to display their products to 
the best possible advantage to at- 
tract the casual passer-by who looks 
because he is curious, who comes in 
because he is interested and who 
buys because he is sold by the con- 
vincing array of demonstrating ma- 
terials on the sales floor. 

No, furnaces are not sold on their 
good looks, but neither are most 
other household conveniences and 
necessities which can be mentioned, 
and a well constructed furnace, not 






Easy chair, table and 
reading lamp—even 
a radio—give this of- 
&... fice a home-like at- 
ey mosphere which en- 
3 % — courages customers 

a / to come in and talk 
‘ about their heating 
: problems 


to mention a well designed heating 
system, certainly has features which 
have to be seen to be appreciated 
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This Moline dealer’s display 
at a household show is an ex- 
ample of a pleasing surround- 
ing for displaying cold steel. 
A similar display could be 
arranged on any office floor 


and desired, nor do we have to go 
out of the warm air furnace field 
for demonstrable proof of the fact 
that a well arranged window and 
sales room are decided assets in 
selling warm air heating equipment. 

There are many things to con- 
sider in connection with the subject 
of window display, not the least of 
which is location. Not many deal- 


ers in our field have reached the 


The pleasing window having beckoned the prospect inside, this is what the 
Munkel-Rippel Heating Co. has provided to help convince him. The signs 
tell about uniform temperature and the need for moist air 











Placards help to provide a 
selling punch in this effective 
display and pull customers 
into the salesroom 


point where they can select the best 
possible location for their: purpose, 
nor would such a course be recom- 
mended. Yet a study of the dis- 
play advantages of locations which 
are available at a reasonable rental 
value should prove valuable. On 
which side of the street, for in- 
stance, do most of the people pass? 
How does the number of people 
which passes one location compare 
with the number which passes an- 
other place which is available at the 
same price? What class of people 
are they? Do they own their 
homes? These are important points 
to consider in selecting a shop loca- 
tion, and which should be consid- 
ered by dealers whose present shop 
locations are a handicap. 

In this article, however, we are 
chiefly concerned with the problem 
of what to do with existing win- 
dows and how to arrange them to 
the best possible advantage without 
any major cash outlay. When the 
purposes and the importance of 
window display are well understood 
in the light of their reflecting the 
spirit and the policy of the busi- 
ness, it will be perfectly apparent 
that there is one important step that 
any dealer can, should and must 
make. If he will keep his shop neat 
and clean, inside and out so that it 
will be a credit to the neighborhood 
in which it is located, rather than a 
discredit, it at least won’t advertise 
him unfavorably. At least he can 
keep the window clean so that peo- 
ple can see what is going on inside. 

A well known window display 
authority in the retail clothing field 
defines the purposes of window dis- 
play as follows: 

1. To sell merchandise di- 
rectly or indirectly. 

2. To advertise the business. 

3. To reflect the policy of the 

business and the quality 
of its merchandise. 


4. To educate people in the 
proper selection of food, 
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dress and living com- 
forts. 


5. To present the merchan- 
dise of the store in the 
windows, in a_ timely 
and effective manner, 
so as to cause people to 
notice, study and desire 
to buy the things dis- 
played. 


A mere glance at the views of 
window and sales room displays 
which accompany this article will 
convince the reader that these dis- 
plays certainly do represent the 
businesses of these dealers in a fa- 
vorable light. They suggest that 
these dealers are proud of the busi- 
ness in which they are engaged, and 
the merchandise itself is presented 
in a favorable light. It is not 
enough, however, to merely group 
furnaces and heating accessories in 
a window and depend upon them 
to tell their own story. A good dis- 
play should, if possible be built 
around an idea. The same authority 
we quoted before puts it well when 
he says that “a window with a good 
idea, but poorly executed, is better 
than one that is ‘beautiful but 
dumb’.” The windows which are 
shown with this article are appeal- 
ing because of the manner in which 
the furnaces and accessories are 
grouped, so that the whole arrange- 
ment presents a picture and yet the 
details or parts of the picture are 
interesting, too. 

Many an attractive display fails 
to some extent in its purpose of 
selling merchandise (and this fault 
is apparent in some of the windows 
presented here) because they fail to 
appeal to fundamental buying in- 
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stincts. What makes people want 
to buy the things displayed in your 
window? What will make them 
come in and ask questions about 
them? The desire for shelter and 
comfort, to which you are catering, 
is one of the most vital concerns of 
man, yet the comfort provided by a 
heating system of your design is 
not an easy thing to picture in your 
window display. The degree of the 
success of your windows, however, 
depends upon your ability to do 
that very thing. 

In the sales room display of the 
Munkel-Rippel Heating Co., Co- 
lumbus, Ohio, shown on page 81 
attractively lettered signs carry the 
needed selling suggestion by telling 
how and why forced air circulation 
provides for even distribution of 
heat and eliminates the frigid zone. 
Another explains the need for hu- 
midity. More and more, manufac- 
turers are providing attractive dis- 
play material which provides this 
needed selling punch. The window 
of Warnkey and Son, West Bend, 
Wisconsin, on page 83, shows how 
such material can be put to ef- 
fective use and provides an .addi- 
tional selling punch by showing 
photographs of homes in this deal- 
er’s community which are heated by 
furnaces of the make installed by 
him. 

Placards neatly lettered and 
placed near the items to which they 
refer can be made to convey the 
needed selling suggestion thus 
changing the articles displayed 
from mere objects of interest to 
objects of genuine value which the 
prospect is made to want. 

This window, as well as the 
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splendid interior displays shown, 
takes into consideration the im- 
portant principle that sales appeal 
have no display platforms, which is 
not a serious objection if the in- 
terior is pleasing and easy to see 
depends largely upon the atmos- 
phere which surrounds the mer- 
chandise. This is probably the most 
important point to be considered in 
the particular field in which we are 
interested. Some dealers’ windows 
through the window. Some, too, 
have little or no office space and in 
some cases there is no dividing 
partition between the office and the 
noisy shop, which is, indeed, a seri- 
ous objection. There is no shop so 
busy but that a portion at the front 
cannot be partitioned off to provide 
a suitable place to display a furnace 
and the many accessories which 
add so greatly to the public interest 
in warm air heating, and above all, 
to provide a suitable place in which 
to talk to the customers you are 
able to get into their places of busi- 
ness. 

Another item of importance is 
that of lighting. If your shop is 
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A display on wheels. The 
Zanmiller Sheet Metal 
Shop not only uses its 
window for prospect stop- 
pers but goes out and 
drags them in with this 
interesting traveling dis- 
play 
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any way near the paths to the night 
life of your community, it will cer- 
tainly pay you to flood your win- 
dow or display room with light dur- 
ing the hours when people are on 
the streets. If you are on the 
wrong side of the street or a bit off 
the beaten path a light may be the 
means of focusing attention upon 
your window which it would miss 
otherwise. At night, too, when peo- 
ple are relaxing, is a good time to 
get them interested in the particular 
things you have to sell. You can 
purchase or make, yourself, a de- 
vice for automatically turning off 
the light when there is no longer 
need for it. At night, too, there is 
great opportunity for doing some- 
thing original with your window, 
using artificial lighting effects to 
represent fire in the furnace. 
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Warnkey & Son make effec- 
tive use of their manufactur- 
ers’ display material. The 
small pictures show homes 
heated with the make of fur- 
nace this dealer installs 


Once you have become interested 
in doing things about your window 
displays, there will be no end of 
ideas that will occur to you, but as 
in many other things, the important 
thing is to make the start. If you 
still find that you have no time for 
it or no ideas as to how to go about 
it, turn this particular task over to 
one of the boys in the office. Give 
him some time off to go around 
and study good window displays 
and to talk to the men who arrange 
them. Then let him spend a little 
money (he won’t need much) and 
you will be surprised at the at- 
tractive effects he will produce if 
he will keep in mind the three car- 
dinal points of any form of adver- 
tising: (1) to attract attention, 
(2) to create and maintain interest, 
and (3) to convey a selling sugyes- 
tion that makes the prospect want 
what is displayed. 
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BUILDING BUSINESS 


with 


SALES LETTERS 


“CENTLY I called on some 

contractors to get some data 

on the business they were 
securing through sales letters but, 
to my surprise, I met with very 
little success. “Why,” I said to 
myself, “is so little attention given 
to the wonderful business possibili- 
ties and the good-will building op- 
portunities offered by sales letters?” 
The answer seems to be that little 
attention is paid to this subject— 
probably because of a lack of 
knowledge of what can be accom- 
plished by this silent salesman or 
little knowledge of certain funda- 
mental principles necessary to the 
construction of a successful letter. 

It is true that many contractors 
are making good use of this form 
of advertising but it is likewise true 
that far too many of their letters 
fall flat. 

The trouble is often due to the 
fact that the contractor depends 
upon one lengthy letter instead of 
a series of short ones. 

Again, it will be found that little 
attention is paid to limiting para- 
graphs to one thought or argument. 

There are numerous other rea- 
sons why letters often fail to ac- 
complish the desired result, and 
AMERICAN ARTISAN hopes through 
this and following articles to cor- 
rect some of the evils that now 
confront contractors along this 
particular line. 

There’s an old saying—“Doing 
business without advertising is like 
winking at a pretty girl in the dark. 
You know what you are doing but 
she doesn’t.” 

You know the sheet metal busi- 
ness, but regardless of how well you 
do your work, business won’t al- 
ways come into your shop unless 
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By J. R. HANNON | 


Circulation Manager, American Artisan 
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Sales letters are a quick, 
cheap and effective way to 
get your message to the 
prospect. But such letters 
are useless unless you have 
something the public wants 
and tell them about it in 
terms that get and hold 
their attention 
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you do some sort of advertising. 
There are many forms of advertis- 
ing a business but the most widely 
used is the sales letter. Practically 
every form of advertising has a 
follow-up in the form of the sales 
letter. It is a most effective weapon 
not only for securing immediate 
business, but for building up both 
good-will and prestige. 


One of the first things you must 
do, of course, is to compile a good 
prospect list. And where is the 
contractor that cannot find plenty 
of prospects for the various lines 
of work or jobs he can do? Imagine 
for a moment the many residences, 
industrial plants and commercial 
buildings which sometime or other 
need new gutters, spoutings, venti- 
lators, skylights, new. furnace or an 
old one overhauled, or a new roof. 

When the owners of these build- 
ings are in the market for work of 
this kind will they think of you or 
your shop? Have you done any- 
thing, ‘to let them know that you 
specialize in work of this kind or 
will they have to. make inquiries 
and then perhaps give the job to an 
aggressive competitor or some con- 


cern located farther away from the 
prospect than you are? I mention 
these things only because they com- 
prise some of the factors that you 
might control were you to at least 
occasionally use some form of ad- 
vertising that would keep your 
business in the limelight. 

Now to get down to the actual 
writing of sales letters. One should 
try and analyze the needs or wants 
of the buyer. Try and picture in 
your mind how your prospect can 
use and benefit from what you 
offer. There is little use in making 
an appeal to reason unless the ap- 
peal also fills a need or want. It 
should be an easy matter for you 
to determine what the needs or 
wants of your prospects are. Why 
did you overhaul or install a new 
furnace in Smith’s home? What 
makes people buy new roofs? What 
were the reasons for getting the last 
ten jobs on skylights or ventilation ? 
If you analyze the reasons why you 
got these jobs you will no doubt 
find out the “needs” of your pros- 
pects and build these “needs” into 
talking points or selling appeals. In 
preparing your sales letters think 
of what you can give or do that will 
give your prospect better service, 
more comfort, protection, etc. 
Choose an appeal to some human 
desire that will actuate the prospect 
to buy. Some of these human de- 
sires that you will want to keep in 
mind are: 

Protection—to protect family 
or building. 

Safety in buying—product or 
work guaranteed. 

Cleanliness—proper installa- 
tions—canopies, furnaces, etc. 

Possession— Ownership— New 
Products—furnaces, fans, drain 
boards, etc. 

When you have struck upon some 


- human desire to appeal to, you 


should then proceed to show how 
your service or product fulfills that 
desire, keeping in mind that the 
real basis of any sale is the satis- 
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faction, the use or the. gain pro- 
vided. You can stress such factors 
as efficiency, economy, saving of 
time and money, convenience, value 
in terms of price, etc. 

The same fundamental principles 
that apply to successful salesman- 
ship are likewise applicable to sales 
letters. In planning a letter or 
series of sales efforts in the form 
of letters, it is always well to keep 
in mind these fundamental princi- 
ples which may be classed as fol- 
lows: 

1—Attract Attention. 

2—Arouse Interest. 

3—Create Desire. 

4—Stimulate Action. 

Each one of these elements 
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ing—one by experience and the 
other by learning from those who 
know.” 

Then there is the question meth- 
od, and examples ot this are shown: 

“Do you know that a new ‘Save- 
more Heat Regulator’ installed on 
your furnace will pay for itself be- 
fore the winter season ends?” 

“Do you know that the new sky- 
light installed on the Jones Build- 
ing has reduced their light bill over 
$100.00 this year?” 

The strong statement or assertive 
type of opening is sometimes ac- 
complished like this— 

“Your furnace is wasting fuel 
and fuel costs money!” 

“Don’t blame your furnace be- 
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WARM AIR FURNACES 
479 NORTH BROADWAY 


Dear Sir:- 


similar work to perform. 


the engineer gives his engine? 


and money. 


visit won't obligate you in any way. 





Joun N. JACKSON 


Tile, Slate, Metal and Composition Roofing 


Architectural Galvanized tron’ Work and Metal Ceiling 


There's quite a difference between the man who 
fires a locomotive and the man who tends to the 
house furnace, but you'll] admit that both have 


Before every “run” the locomotive engineer gives 
his engine a careful “going over” He sees that 
everything is in perfect shape far smooth and 

safe driving. This should also hold true of the 
man who tends his own furnace, but how many house 
owners give their furnaces the careful attention 


Kight now, most furnaces need a careful “going 
over", because they're going to be kept in con- 
stant service throughout a long winter season. 


Certain things must be done to keep your furnace 
in perfect running condition if it's going to 
give good service this winter: the grates may 
need attention; different fuel may be necessary; 
@ good heat regulator mey save you time, trouble 


We now heve an ample stock of parts and equip- 
ment tmt, from a service and economy standpoint, 
should warrant @ call from you and regardless of 
whether we perform these services for you, our 
We'll be 
glad to inspect your furnace for you without 
charge in order that you may determine for your- WwW 
self whether or not you need our service. 


Yours very truly, 


Estimates Promptly 
Furnished 


Repairing Promptly Don 
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Here is a letter 
which talks right 
to the prospect in 
terms of things 
he can’t help but 
be interested in. 
The most impor- 
tant part of the 
letter is the be- 
ginning. If he 
reads that far, he 
probably will fin- 
ish. Make the be- 
ginning strong 
and personal 








should follow in logical sequence. 

The first thing the letter must do 
is—attract attention. 

There are three good methods of 
doing this. First, by a statement of 
an interesting fact. Second, by ask- 
ing a question. Third, by a strong 
statement or assertion. The follow- 
ing is an example of the statement 
of fact opening: 

“There is one right way of doing 
anything and a million wrong ways. 
There are two right ways of learn- 


cause you are getting less heat— 
perhaps you are as much at fault 
as it is.” 

The opening sentence or the very 
first paragraph in a sales letter 
often makes or breaks the entire 
letter. It is here that you must 
touch somebody’s interest and feel- 
ing. If you hope to do this, your 
message should be simple and sin- 
cere. The question method of open- 
ing has been greatly overworked 
and great care should be taken in 
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using this form. Every effort 
should be made to arrange the 
question paragraph in such a way 
that the reader asks himself wheth- 
er the point brought out applies to 
him. If it strikes the reader in this 
manner, he invariably will want to 
know more. 

The “strong assertion” type of 
opening is rather difficult to handle 
and will fall flat unless followed up 
with sufficient evidence that will 
leave the reader in a receptive mood. 
On the other hand, there is prob- 
ably no other form of opening that 
has more strength or force to make 
the reader pay quick attention to 
what you claim, than this method 
of opening. 

A giance over the opening para- 
graphs illustrated in the three pre- 
ceding examples will show much 
use of the words “you” and “your.” 

There’s a reason; in fact, this 
“you” element must never be lost 
sight of in planning a sales letter 
because any letter which is to act 
as a personal message must, from 
the very beginning, be addressed 
directly to the reader. Of course, 
one must use a reasonable amount 
of judgment in preparing the entire 
letter and it must be remembered 
that there are limits to the use of 
the “you” element, even though it 
be the most important element in 
sales letters. 


Don’t ever start a sales letter 
with any time-worn phrase, such 
as “You will be interested in know- 
ing that we carry the largest stock, 
etc.” or “We desire to call your at- 
tention to, etc.” 

Such statements are not of mate- 
rial interest to the reader. What 
he wants to know is WHAT 
BENEFIT HE WILL DERIVE 
FROM WHAT YOU HAVE TO 
OFFER, rather than listen to you 
“blow your own horn.” Few men 
care to listen to another’s story 
about his business, its earnings, its 
wonderful growth, etc., unless they 
ask for it. 

A better plan is to talk about 
your customer’s problems. This is 
why the “you” element is such an 

(Continued on page 131) 





























































































































Week of January 5 


OW many 

furnaces did 
you clean this 
year? How many 
did your competi- 
tors clean? How 
many furnaces do 
you suppose 
haven’t been 
cleaned in five 
years, or since 
they were installed, and need it badly? 
You’d be surprised! This market 
hasn’t been scratched! Plant yourself 
at the telephone and keep calling num- 
bers for the next hour and you'll get 
enough cleaning work to keep the 
gang busy for a couple of days. Of 
course, you'll get turned down a lot 
but after you get the hang of it your 
percentage will be better. Later on 
you'll have to hire someone with a 
sweeter voice for the telephone work, 
while you check up on the cleaning 
crew and follow up the repair and re- 
placement work they report in. Yes, 
you can cover a lot more ground, do 
better work and make it pay its way 
with a good vacuum cleaner. 








Week of January 12 


HY not start getting out that let- 

ter campaign on ........................ you 
have been thinking about? This is a 
good time for it. Oh yes, you have. 
You’ve got plenty of money. All it 
takes to start a direct mail advertising 
campaign is one prospect, one sheet 
of paper, one en- 
e velope and one 
\ postage stamp. A 
penny post card 
will do. You can 
borrow enough 
from Sonny’s 
dime bank 
for the start of 
a pretty good 
campaign. 











A Business-Building Idea 
for Every Week in the Year 


Week of January 19 


EGARDLESS of what kind of a 
display window you have, you 
can multiply its effectiveness with 
flood light reflectors at night. Colored 
paper, a fan and a light bulb can be 
made to simulate fire in the furnace. 
With an old alarm clock, a knife switch 
and a spool you can easily rig up a 
device to turn off the lights after the 
picture show crowd has gone home. 


Week of January 26 


a can’t judge a man by his 
clothes but if he looks like he had 
slept in them someone may think that 
he has. Take off your coat, roll up 
your sleeves, don the blue denims 





when occasion demands, but when 
you’re selling quality heating service 
to quality folks you must look your 
best. 

eS 


Week of February 2 


OW did you happen to get into the 

sheet metal business? Are you 
proud of it? You can well be—if you 
are successful. And if you are success- 
ful, it is not primarily because of your 
mechanical skill but because of your 
ability as a manager—of men, of 
materials, of money. It is because 
of yaur ability to SELL the products 
of your skillful management. It is safe 
to say that if you are a real success 
in this business you would be as great 
a success in any other business. 



















































































Week of February 9 


OW much 

relative hu- 
midity is deliv- 
ered by that job 
up on the hill you © 
put in last week? 
Well, maybe so, 
but how do you 
know? The only 
way to be sure 
about it is to buy 
for $5.00 a good sling psychrometer 
which you can carry around in your 
pocket. It’s an effective way of show- 
ing prospects how dry is the air they 
breathe. When you install a humidi- 
fier, urge your customer to buy a hy- 
grometer (wet and dry bulb thermom- 
eter) for registering the percentage of 
humidity. Folks like to show their 
friends how moist their homes are, 
which will help to sell humidifiers and 
warm-air heating plants for you next 
year. 








Week of February 16 


ASS up your favorite movie tonight 

and pick out one of the poorly 
attended theatres. Study its ventilat- 
ing problem (that’s one of the reasons 
it is poorly attended) and make some 
pencil sketches when you get home. 
When you have solved this problem 
(and it is your business to solve it), 
sell the proprietor on your idea of im- 
proving the ventilation in his theatre. 
When you get through with that job, 
there are a dozen 
or more similar 
jobs around town 
that need your 
expert attention— 
public lavatories, 
restaurants, 
schools and other 
places where many 
people gather and 
devitalize the air. 
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Week of February 23 


UCCESS in 

the oil burner 
business depends 
on knowledge— 
not only knowl- 
edge of combus- 
tion engineering, 
but knowledge of 
heating plant de- 
sign. You can 
render a much 
needed service to oil burner owners in 
your community if you will take the 
trouble to acquire the necessary knowl- 
edge. Study up on oil heating prob- 
lems whether you sell oil burners or 
not. It will PAY. 


Week of March 2 


F you haven’t set aside a sum for 
advertising, sit down now and allot 
a small percentage of last year’s gross 
sales (5% is a small commission to 
pay a good salesman) and resolve to 
spend it in a consistent campaign. Call 
in your local newspaper man and have 
him help you plan a schedule and help 
lay out the ads. Tell him you want to 
talk about heating efficiency, the 
Standard Code, humidity, comfort— 
not about steel, cast iron, shaker han- 
dles or what not. 








Week of March 9 


EMEMBER that young Smith 
fellow in that new bungalow in 

the east end of town whose heating 
plant wouldn’t deliver last winter, but 
who couldn’t afford a new heating 
plant or extensive alterations and meet 
his payments on the house and furni- 
ture too? Well, he’s got the furniture 
about paid for 
now. Why not run 
out and see if you 
can sell him a 
blower so he can 
get heat in that 
north bed-room 
where the baby 
sleeps. Maybe a 
propeller type fan 
will do the work. 




















Week of March 16 


3! ip is the time to do something 
about your window display. If you 
have ANY kind of window you can 
put it to work to some advantage. If 
you have a double window with plat- 
form, one side can be devoted to ex- 
amples of your craftsmanship in cor- 
nice work with show cards suggesting 
needed repairs. In the other window, 
display heating specialties with plac- 
ards showing what they are designed 
to accomplish. If you have an open 
type window, set up a furnace as far 
forward as possible,completely 
equipped with all accessories labeled to 
indicate what they will accomplish. 


Week of March 23 


UT your shop frontage to work for 
you. You may not have an ideal 
location for attracting passersby, nor 
the best kind of show window for dis- 
play purpose, but you can fix up some 
kind of a display that will at least not 








impress unfavorably the few people 
who do pass your shop. You will be 
surprised at the things you can do 
with your window when you really 
make the effort. 

* 


Week of March 30 


F for any reason you do not: handle 

an oil burner, call on the best oil 
burner dealer in town and tell him the 
things he needs to know about warm 
air heating. Sell him on the idea of 
putting furnaces in first class shape, 
resetting and bringing the plant up to 
required capacity BEFORE he installs 
his burner. Tell him about furnace 
fans and blowers for increasing heating 
efficiency. You can help each other. 



















































































Week of April 6 


HAT do you 

know about 
gas heating? It 
will pay you to 
call on the com- 
mercial manager 
or home heating 
executive of your 
local gas com- 
pany. He can give 
you some valu- 
able information about the quick, clean 
profit opportunities in the sale of gas- 
fired warm air heaters. If the gas com- 
pany handles and sells gas furnaces 
you can work with them to equal 
advantage making installations for 
them. They are glad to co-operate with 
heating contractors who know how to 
install correctly. 











Week of April 13 


BOUT that job that comes up 
again this week—the one that you 
and four other dealers have been fight- 
ing over for weeks! If you land it— 
if you are the lucky (?) one—will you 
make a really decent profit on it, even 
if you don’t have to whittle your 
price again? Are you sure? Unless 
you can land it at YOUR price and 
install it YOUR way, forget about it. 
Create your own prospects, selling 
them on their need for healthfully con- 
ditioned warm air. 


Week of April 20 


UN through your back files of 

AMERICAN ARTISAN and 
pick out issues containing articles and 
illustrations featuring metal domes, 
unusual metal ornamentation, cornices, 
etc. Stick these in your kit bag and 
call on the six 
leading architects 
in your town. They 
will be glad to be 
reminded of the 
growing use of 
metal in architec- 
tural design and 
to learn that you 
can do this kind 
of work. 
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Week of April 27 

ID you ever 

make a sur- 
vey of gutters 
and downspouts 
in any neighbor- 
hood? Just a few 
hours of looking 
around will give 
you enough work 
to keep you busy 
for a week. Make 
a memorandum of the spouts with 
holes or rust showing through what 
is left of the paint. Call up the own- 
ers, call the defect to their attention. 
Most of them will be glad to let you 
do the needed repairing and painting 
inside with mineral paint. 





Week of May 4 

ERE’S a good tip for any day in 

the year! Resolve right now to 
quit wasting time “figuring” on jobs 
on which every Tom, Dick and Harry 
in town is bidding. Let someone else 
swap dollars! Dig up your own pros- 
pects! They won’t be interested in 
competitive bids if you sell them on 
your ability to do the kind of a job 
that the “bidders” can’t touch. 

om 


Week of May I1 


HY not organize a local furnace 

club? Don’t wait for someone 
else. Do it yourself! Most warm air 
furnace dealers agree that such organ- 
izations are needed and most of them 
agree that they could in this way avoid 
price cutting. This is a fruitless aim 
and ends only in trouble. If you can 
establish as the chief aim of your club 
an accounting service in charge of a 
qualified accountant, it will accomplish 
more than can be 
accomplished in 
any other way. If 
you and your fel- 
low dealers can 
learn to know 
their costs—all of 
them—the price 
cutting evil will 
largely take care 
of itself. 








Week of May 18 


ALK moisture in heating. It’s one 
of the biggest things you have to 
sell and will interest your prospect 
more than the gear shift on the fur- 
nace, if you can explain why our 
bodies need moist air and that most of 
the colds and prevalent chronic dis- 
eases of the respiratory organs are 
occasioned by the Sahara-dry air we 
breathe. 
cs 
Week of May 25 
OW much would it be worth to 
you to have a bill board with your 
advertising attractively displayed on it 
and hauled all over town on wheels 
where everyone can see it? Well, 
you’ve got one—maybe several—that 




















may be advertising you unfavorably, 
saying that you are shoddy, cheap, un- 
aggressive. Keep your trucks painted 
and clean and use the side panels or 
end gates for signs that ditties ad- 
vertise your business. 


Week of June l 


EEP a record of the jobs you lose 
to price competition—especially 
the ones that were under your price 
by a big margin. Follow them up 
during the first severe weather. Find 
out how that back room upstairs is 
heating—how much fuel is being con- 
sumed. Maybe you can get the job of 
changing the warm air pipes and put- 
ting in an extra cold air return as you 
recommended, a furnace of adequate 
size—or a fan or blower. Even if you 
don’t land any business it will pay you 
to put yourself on record as a man who 
knows his business and who sells ’em 
and installs ’em right or not at all. 





Week of June 8 


OU are not 
getting the 
most out of your 
furnace cleaning 
service unless you 
make it a part of 
the regular rou- 
tine to thorough- 
ly examine every 
plant cleaned. 
Insist upon a 
complete report on every plant cleaned 
on penalty of dismissal if it isn’t made. 
More than fifty per cent. of the fur- 
naces cleaned will result in repair 
work merely by telephoning the owner 
and suggesting it and by proper follow 
up a large percentage can be sold re- 
placements or major alterations. 
* 


Week of June 15 


| LIVE in your town and my house 

needs a new heating plant. Can you 
give me six good reasons why I should 
install a warm air system rather than 
a radiation system? Can you give me 
six good reasons why I should give 
you the job at a price considerably 
higher than I can get it done for by 
your competitors? Think this over, 
for upon your answers depends your 
future in the business in which you 
are engaged. 





Week of June 22 


|? you don’t already know, analyze 

your cost records and find out on 
which of the jobs you did this year 
you made a really decent profit. Then 
resolve to concentrate on the profit- 
able jobs during 1931—the jobs that 
build your reputation. If you don’t 
know how much you made on each job 
it’s high time to 
begin finding out. 
Unless you know 
your costs, you 
will be lucky to 
make any profit 
at all. There is 
no point in losing 
on one job the 
profit you make 
on another. 








































































































































































































Week of June 29 


OW many 

prospects are 
there in your 
town for (1) new 
heating plants, 
(2) recondition- 
ing, (3) vacuum 
cleaning, (4) hu- 
midifiers, (5) 
stokers, (6) oil 
burners, (7) auto- 
matic heat regulators, (8) gas heating, 
(9) fans or blowers, and (10) inciner- 
ators? It might be profitable to find 
out, cashing in on these lucrative de- 
partments of the heating business. 
* 


Week of July 6 


a models of things you 

make in metal—furnaces, ga- 
rages, corrugated roofing, guttering 
and spouting, and many other items 
your imagination will conceive—at- 
tract favorable attention in a window 
display. But don’t neglect to label 
everything with placards, with a defi- 
nite selling suggestion. And don’t leave 
any display in too long. 

2 


Week of July 13 


OU need an adequate system for 

accurately determining your costs, 
properly supervised. Perhaps your 
business is not large enough to justify 
the services of a full time accountant. 
Part time accountants are usually un- 
familiar with the difficult cost prob- 
lems peculiar to your business. There 
are, however, adequate accounting sys- 
tems available and a dozen—or even 
five or six—local contractors can em- 
ploy jointly an accountant who can 
supervise the operation of such 
. a cost finding 
system for you, 
balancing your 
accounts monthly 
and preparing an 
annual profit and 
loss_ statement. 
Why not talk to 
a few of your fel- 
low dealers about 
such a plan? 


























Week of July 20 


| KNOW a dealer who is really an 

exceptional salesman, who sells 
nothing but the best kind of installa- 
tions at the highest prices. Yet he is 
not making much money because he 
doesn’t get enough of these prospects 
to sell. He does the hardest kind of 
selling—raising the price buyer to a 
quality buyer, in the face of price com- 
petition—but he hasn’t found out how 
to create prospects. He doesn’t adver- 
tise. And he spends too much time in 
overalls. His greatest talent is going 
to waste because he thinks the shop 
won’t run well unless he is on band 
to personally manage it. 


Week of July 27 
ALK across the street and take a 
look at your shop. How does it 
look to you? Well, that’s the way it 
looks to other people. The least you 
can do is to keep it clean and a coat 





of paint won’t cost much. Put some 

of that spare time in the shop to work. 

It may not bring in any business but 

it will keep you from losing some. 
© 


Week of August 3 


O you own a vacuum furnace 

cleaner? Only one? Then you are 
not going out after cleaning work as 
you should. You can keep -several 
cleaning crews _ busy practically 
throughout the year if you will go out 
after this work. It won’t drift in. 
Newspaper and telephone directory 
advertising, letters and post cards, 
telephone and personal solicitation— 
these will bring in the jobs. And it 
will pay if you systematize the work 
and are not afraid to charge for a 
good job. 
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Week of August 10 


ODAY is a 

good day to 
have lunch with 
one of your com- 
petitors. They are 
good fellows; 
though some of 
them do business 
in a manner of 
which you do not 
approve. If you 
can get to know these boys intimately 
a lot of your most annoying difficulties 
can be ironed out. And don’t be too 
secretive. Talk freely about the past 
jobs on which you have both bid. Tell 
him about how and why you cut out 
going after the competitive bid jobs. 
There will be plenty of work for all 
of you if you can agree to live and 
let live—quit trying to strangle each 
other. Ever thought of organizing a 
club of some of the local dealers? Why 
not start it off by inviting a half dozen 
of them over to your house some eve- 
ning this week? 





| 





Week of August 17 


HY do you cut a price to beat a 

competitor out of a job? Isn’t it 
pretty much the same instinct that 
made knights of old put their lances at 
rest and set their chargers for the im- 
pact the moment they saw another 
helmeted brother appearing on the 
horizon, neither gaining aught but 
hollow satisfaction from the conflict? 
Civilized men find it wiser to co-op- 
erate for common purposes—to live 
and let live. If you could realize 
that nothing can be gained by 
taking a job to keep someone else 
from getting it, you will stop that 
sort of thing. Next 
time your price 
(honestly arrived 
at) is high, justi- 
fy your price or 
withdraw quietly 
from the battle, 
thus avoiding 
much _ needless 
loss of blood on 
both sides. 








-- TO BE CONTINUED IN FOLLOWING ISSUES }+~ 
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The exterior of the lodge hall shows 





a two-story building of modern design and construction 


Designing the Ducts and 
Determining Pressure Loss 


for a Wisconsin Lodge Hall 


He writer of these articles 
has been called a “destructive 
critic.” He has been guilty of 
condemning dealers and warm air 
contractors who place a desk fan in 
the rear of a “hot air” furnace and 
think they have installed a complete 
air conditioning system. 

The irreconcilable stand of the 
best or none is on a par with the 
old adage “be good and you will be 
lonesome.” However the irreconcil- 
able occasionally meets a kindred 
spirit and here the writer pauses to 
sing the praises of one, Roy Glaser 
of the Kruckman and Glaser Hdw. 
Company of Burlington, Wiscon- 
sin. He is waging a battle against 
the odds of many competitors who 
still install “hot air” furnaces. 

With a system that cost almost 
twice as much as one that would 


By PLATTE OVERTON 


Consulting Engineer 


produce heat, Roy convinced the 
building committee that the money 
invested in an air conditioning sys- 
tem would return them high divi- 
dends on the investment. 

I do not believe that Roy talked 
technicalities to sell this installation. 
He has the reputation for doing 
only the best of work, and if you 
want it done up to date and as near 
perfect as modern science and in- 
vestigation prove it should be you 
will look him up and leave it to 
him as you would your lawyer, doc- 
tor, or pastor. The writer is not 
his press agent, and like most men 
of this type, Roy is modest about 


his ability. He will no doubt be 


gunning for the writer when he 
reads this article. 
But to get back to our engineer- 


ing. 


Design of Duct System 


As we must maintain individual 
temperature control in each room, 
we must run a separate duct to each 
room as the temp. in the various 
ducts will vary. 


For this installation, the ducts 
were sized to velocities. Where the 
duct leaves the plenum chember, 
the ducts were sized for a vel. of 
700 to 800 ft. per min., in the risers 
600 to 700 ft. per min., in the attic 
ducts 600 to 800 ft. per min. These 
are the vel. for the small ducts. 
The larger ducts such as to room 
101 may be designed for a higher 
vel., 800 to 1000 ft. at the plenum, 
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800 to 900 in the risers, 600 to 800 
in the attic ducts. The larger the 
duct the greater the allowable ve- 
locity. 

Lower velocities must be main- 
tained in the returns, and they 
should not exceed 500 ft. per min. 
at any point except in the return 
chamber. 


Determining Resistance Loss 


Our static loss will be the sum of 
the losses in the piping, washer, and 
over the heater. We estimate the 
pressure loss for the piping system 
on the longest duct. In the above 
plan it will be the duct to room 113. 


We measure the duct for length 
and for the various sizes. We have 
104 ft. of 12x10, to this we add 10 
ft. for each 90 degree elbow. As 
we have two 90 deg. and four 45 
deg., or a total of four 90 deg., or 
148 ft. of 12x10 to carry 480 
c.f.m. 

Our riser is 16 ft. of 10x10. Our 





The chart for determining the re- 
sistance in ducts is indispensable 
to the heating man who wants to 
do real engineering. The chart 
shows resistance in round pipes. 
For rectangular ducts these figures 
must be translated through the use 
of the chart on the following page 
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Fic 1- Craat ror Drreasuninc Resistance or Air Ducts 


Here is the heater and the washer. This is an oil burner plant with the rest 


of the equipment operating automatically 


basement run is 8x12 with 14 ft. 
with two long elbows equivalent to 
one 90 deg. and one short 90 deg., 
or a total of 34 ft. 

We now refer to our chart for 
determining the resistance in air 
ducts. As the chart reads in round 
ducts, we refer to the table of cir- 
cular equivalents of rectangular 
ducts for equal friction per lineal 
ft. We find our 12x10 duct is equal 
to a round duct 12 inches in diam- 
eter. 

We now locate 480 c.f.m. on the 
chart at the right hand side and fol- 
low through to the left until we 
intersect with the 12 inch diameter 
line and here we drop to the base 
of the chart and find .054 for our 
resistance in 100 ft. of pipe. As we 
have 148 ft., we have 148 times .054 
or .0799. 


Our riser is 10x10 and equals a 
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duct 11 inches round. For this duct 
we have a resistance of .082 for 
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No other construction mate- 
rial finds so many duties or 
offers such a margin of per- 
manence, safety or attractive- 
ness as metal. While use of 
metal is as old as construc- 
tion, new uses are being 
found every year and an even 
more diversified service 
seems inevitable 

















Corrugated iron has found a new use in making 
small, fire-proof airplane hangers. This is a 
typical installation 
4 


Right—The University of Illinois armory roofed 
with zinc in 1915. The roof is without a flaw 








Left — Aluminum 
is widely used to- 
day for ornamenta- 
tion. This is a flag 
pole enclosure in 


New York 


v 





Right—Sheet metal finds many uses on the 
farm. Here is a large barn in which the out- 
side is all metal 





Below—This large building is 
sheathed in zinc. It is resistant 
to action of chemicals in the 
fumes and atmosphere 
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B. L. Schwartz, grad- 
uate engineer and 
Pittsburgh warm air 
heating contractor 





The office and show room of the Schwartz company is designed to give the 
customer every opportunity to examine the equipment recommended for his 
heating system 


IFTY thousand dollars of 
Fes annual business is a siz- 

able amount for any warm air 
heating organization. 

But $50,000 from a one-man or- 
ganization during 1930 is worth 
looking into. 

And when the facts are added 
that this business is based on and 
confined almost entirely to jobs run- 
ning from $1,000 up to more than 


$7,000, with each job designed by 
a heating engineer to the particular 
house it is to be placed in, and that 


each job represents just about the 
highest degree of design, equipment 


and workmanship possible, without 
skimping on labor costs or cut cor- 


-ners, the $50,000 gross business 


represents a picture from which 
many pointers may be gotten. 

This is a story of the results ob- 
tained by the Schwartz Furnace 
Company of Pittsburgh, a one man 
organization owned and managed 
by B. L. Schwartz, whose excellent 


gas furnace heating jobs you have 
read about in AMERICAN ARTISAN, 


This one-man organization was 
started three years ago and has suc- 
cessively passed through the 


$30,000, $40,000 and $50,000 an- 


B. L. Schwartz 


Proves— 


nual incomes. 

In this day of so-called “big busi- 
ness” the one-man organization is 
far too frequently looked down 
upon. We like to kid ourselves that 
our abilities are of such high cali- 
ber that given just the right cir- 
cumstances we might easily be the 
guiding genius of a huge organiza- 
tion with salesmen hustling in and 
out, workmen busily going from one 
job to another, and with checks 
making the postman round shoul- 
dered. 

The trouble is it’s too often a pipe 
dream. 

When Mr. Schwartz started his 
business he actually had had the 
experience and training in guiding 
such an organization. He _ had, 
therefore, to make the important 
decision of a one-man organization 
with personal supervision over 
every detail, or a large organiza- 
tion with its attendant worries and 
troubles. 

His decision was to stay small 
enough so that he could personally 
keep in touch with everything which 
was going on and do most of the 
selling himself. 

This decision was further 
strengthened by the fact that. his 
analysis showed the best field open 
was one for an engineering service 
selling to home owners who were 
willing and able to buy heating sys- 
tems costing from $1,000 to $7,000. 

In Pittsburgh, when the Schwartz 
company opened, this field had not 
been touched by contractors selling 
warm air heat. At the same time, 
the opportunity was there since 


Pittsburgh has natural gas and the 
gas-fired, warm air furnace was 


attracting public attention. The lo- 
cal gas company had done most of 


this business, Their salesmen dug 
tip prospects, and tried to sell them 




















That $50,000 Gross Is 





ossible 


By a One Man Heating Firm 


But You Need Big Ideas 
And You Must Get Out and Sell 


good installations, but these sales- 
men did not know much about heat- 
ing, and, as a consequence, lost 
many possible sales. 


A connection was made between 
the gas company and the Schwartz 
Furnace Company whereby the gas 
company salesmen dug out the pros- 
pects and these were turned over to 
Schwartz who designed a_ special 
heating system for the individual 
house and sold the owner this sys- 
tem. The Schwartz company also 
installs the job and guarantees it. 

The whole aim of this company 
is to render an engineering service 
and do a selling job. Large homes, 
particularly, have been aimed at and 
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This advertise- 
ment appears in 
the classified tele- 
phone book. It is 
practically the 
only advertising 
the company is 
doing at present 


WISE 
FURNACE 


CAST OR STEEL 


| “Wise People Buy 
Wise Furnaces” 








Expert Heating Service by Registered Engineers 





Bryant and Pennsylvania Gas Furnaces | 
Automatically Controlled 








2336 CARSON STREET 
B. L. SCHWARTZ, Gen’! Manager—Res. CA rrick 2368 


Here is a _ typical 
Schwartz _installa- 
tion—gas furnace, 
rectangular ducts 
and full automatic 
control. This is a 
forced air plant in 
a large house 





| Schwartz Air Conditioning System 

Filtered, Humidified Air for 

Winter Heat and Summer Cooling 
Completely Automatic 


SCHWARTZ FURNACE CO. 


HE mlock 4080 | 





most of the work done to date has 
been with this class of prospect. 
While a secondary organization has 
been built up to sell to the home 
owner who wants warm air heat, 
with coal as the fuel, the most inter- 
esting and the most profitable part 
of the business has come from the 
large, gas-fired jobs. 

In this field the job selling for 
$1,000 is considered a small instal- 
lation and effort is made to get into 
an even higher price range. Typi- 
cal of this work is a job recently 
completed where three complete gas 


fired furnaces, each with its own 
blower and duct work was placed 
ina new house, The heating sys- 
tem cost $7,700, 


How such jobs are sold consti- 
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ScHWARTZ FurRNACE Co 
PITTSBURGH. PA 





This letter is sent 
out just as soon as 
the order is re- 
ceived for a new 
heating system. 
The letter takes 
advantage of the 
opportunity to em- 
phasize the sound- 


D Mr. $ 

os ness of the custo- 
Thi 411 know led, and thank for your ’ : . 

order pinced with on _shssseeiaeen or for the mer Ss judgment in 

i llati f al ating system in yow a 

ecg we ieee enneoee hie = our books and wil) selecting this com 

proceed with the installation as per agreement. pany to do the 


| 
} 
We feel thet you have made ® wise choice in work 


entrusting your heeting problems to us, and assure 
you that it will receive our very best ettention. 


operation et el) times, we remain 


BLS:AB 





Agein thanking you and assuring you of our co- 


Yours ,very truly, 


SCHWARTZ FURNACE COMPANY 


- MGR. 





December 20, 1930 


nary furnace job, and that of a real 
engineered heating layout. 

“We omit technical details if the 
customer is completely ignorant of 
mechanical things and cannot fol- 
low such thoughts. On the con- 
trary, we stress the value of proper 
register locations, including that of 
return air intakes, humidity con- 
trol, automatic gas control, etc. If 
the job is to be a forced air plant, 
we stress the ventilation feature 
which the principle of forced air 
heating adds. We also feature the 
fact that more uniform tempera- 
tures are obtained because of this 











tutes one of the most interesting 
phases of the Schwartz business. 
What principles of selling, the av- 
erage heating man will ask, make 
it possible to sell such jobs? 

The answer is—just the same 
selling arguments and approaches 
as are used to sell the small installa- 
tion. 

The aim of the company is to 
make each job just as satisfactory 
to the owner as it is possible to 
design and build. Each job is a 
problem of its own. No standard- 
ized installation is sold, but a com- 
pletely engineered job is laid out 
and sold the owner. 

Every phase of selling effort is 
based on this principle of doing the 
best possible. The shop and office 
is laid out to be a place where the 
customer can be taken and shown 
just what he is going to buy. Every 
piece of equipment is placed in the 
office so that when the selling is 
under way each point raised can be 
illustrated right on the equipment 
under discussion. 

Here is how Mr. Schwartz de- 
scribes his efforts. 

“There is nothing unusual or 
contrary to well established princi- 








means, and that the system can fur- 
| thermore be used for cooling in 
ScHwartz Furnace Co. 
PITTSBURGH, PA 
Dear Mr. 
co This will acknowledge receipt of your check in 
the amount of » to apply on your heating ac- 
count with us. This remitterice closes your account 
in full. 
We wish to thank you for your promptness in 
is e a taking care of your obligation, and to sseure you 
This letter is mailed that we appreciate the privilege of having had this 
after the work is business relation with you. 
done and the ac- chenphe oo tes Gt Seales. lematty be ow 
count is paid. It es, Se ee 
extends the services Yours very truly, 
of the company and SCHWARTZ FURNACE COMPANY 
lays the foundation 
for future pleasant —e ya 
relations through 
service 
WwW 











ples of good judgment and business 
in connection with our normal of- 
fice and shop procedure. We are 
simply making every effort to do a 
good job, and apparently our ef- 
forts are being appreciated as evi- 
denced by continued repeat orders. 

“Referring specifically to sales 
points brought out in connection 
with the sale of heating systems 
ranging in price from $1000 up, we 
endeavor to have our prospect real- 
ize the difference between an ordi- 


summer; thus making it a twelve- 
month proposition. 

“We endeavor to have our pros- 
pects visualize the flow of heated 
and returned air in their home. We 
stress the necessity for proper regis- 
ter locations, so that there shall be 
no interference of counterflowing 
air currents. Quite often the pros- 
pect will ask why he cannot have a 
register placed in a certain location. 
If this location is inadvisable for 
several reasons, we present a mental 
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picture to the prospect which makes 
him realize that there will be con- 
flictmg air currents with subsequent 
interference of proper heat distri- 
bution. In this way we usually are 
given permission to place our regis- 
ters and grilles where they will be 
mest effective. 

“We do not stress the summer 
We 


state that a definite cooling effect is 


cooling feature to extremes. 


given by the use of the fan, and 
compare the air in motion to the 
simile of ‘A running brook versus 
a stagnant pool of water.’ We evade 
the answer to a definite question of 
how many degrees the fan reduces 
the temperature, by simply stating 
the cooling effect of air in motion 
corresponds to a gentle breeze from 
each register as being the desirable 
thing. 

“We also bring out the necessity 
and advisability for humidity con- 
trol. We take joy in bringing to 
light the fact that a radiator job 
gives a disagreeable dry heat 
whereas a humidified air condition- 
ing plant gives us the proper mois- 
ture so essential to correct living 
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Above—Here is an- 


other Schwartz 
job, also in a resi- 
dence. This job 


has been inspected 
by heating men 
from all parts of 
the country and has 
doubtless been used 
as a model by many 
contractors 


This is one .of the 
furnaces in a large 
house where three 
such units are used 
to supply heat. 
Each unit serves 
one main line 
trunk, the trunk, in 
turn, serving one 
part of the house 








conditions. 

“In general, we endeavor to build 
up the customer’s confidence in our 
ability to properly engineer and in- 
stall the system which he would 
like to have in his home. 

“When we get into the larger 
home class of prospects, the sales 
methods used are in general those 
which apply to smaller air condi- 
tioning jobs. Inasmuch as the gen- 
eral engineering principles are the 
same, it follows that the selling 
methods should be approximately 
the same. 

“We make a complete layout for 
each job of consequence which we 
endeavor to sell. This may be in 
the form of a colored crayon plan 
on our own plan sheets, or a com- 
plete set of blueprints showing the 
various register locations, duct sys- 
tem, heater location, ete. 

“Our advertising consists of a 
large advertisement in the classified 
section of the telephone directory. 
We have steadily refrained from 

(Continued on page 110) 
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HE New 


newspaper 


York Times, a 


with a_ national 
reputation, is building in 
Brooklyn a sub-printing and dis- 
tributing building to facilitate the 
handling of papers throughout 
Long Island. This sub-station is an 
attractive structure of modern archi- 
tecture embodying all those struc- 
tural features which assure long 
life, free of maintenance expense. 

The upper part of the building 
has a mansard roof on three sides, 
with a flush face along the alley 
at the rear. This mansard roof is 
of large proportions and is covered 
with a. batten type copper roof hav- 
ing some unusual design and con- 
struction features. 

This copper roof, in addition to 
being a protection against weather, 
is a distinct architectural feature of 
the building. The roof tops a set 
back upper floor and is trimmed 
around the outside edge with a 
heavy copper cornice. 





The eave line of 
the copper roof 
shows a dentil 
type cornice 
formed of copper 
noses set onto a 
receding face, also 
of copper. These 
dentils were 
formed and _ sol- 
dered in the shop, 
but were soldered 
to the cornice 
face on the job. 
The gutter is cop- 
per lined, ending 
on both edges in 
a calked joint with 
stone work 


The contractor on this job was 
August Kuhnla, of Brooklyn. 


The general design of the roof is 
a flat pitched mansard with a mold- 
ing line near the top and a cornice 
at the bottom of the roof. Both the 
molding line and the cornice have 
some interesting details of design 
and construction. 

The roof is quite long at the 
front elevation. It is, however, un- 
broken so that the design consists 
of pan sheets between the battens 
stopped by the molding and ending 
at the bottom with the heavy cor- 
nice. 

The battens on this job are of 
wood and shaped six sided. In other 
words the batten is a regular trian- 
gular topped batten with the apex 
cut off. The copper batten strip 
does not follow the entire contour 
of the batten, but comes to a sharp 
ridge at the top. This leaves a space 
between the batten cap and the top 
of the batten. 


Copper of 


On 


It is probable that the most in- 
teresting feature of the job is the 
arrangement for clipping the pan 
sheets to the battens. This con- 
tractor has worked out a scheme in 
which the clips are cut out of scrap. 
The clips are rectangular in shape. 

As the pan sheets are formed 
these clips are soldered to the ver- 
tical sides of the sheet. As shown 
on one of the drawings the clips are 
staggered up the sides of the sheet. 
When the pan sheet is slipped be- 
tween the battens these clips are 
standing upright. As soon as the 


Roor Sweer 
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This is the cross-section of the cop- 

per dentil of the cornice. The out- 

line of the cornice face is also 
shown 














Complex Design 
A New York Mansard Roof 


pan sheet is on the sheathing the 
clips are bent over the batten and 
nailed. This eliminates all the 
trouble of forming the clips, plac- 
ing them around the sides of the 
pan sheet and holding them in place 
while they are bent and nailed to 
the batten. 

This plan has worked out nicely 
and assisted in speeding up the 
work of laying the large number of 
pan sheets used on this roof. 

There is nothing unusual about 
the main roof so far as forming 
and laying the sheets is concerned. 
Because of the size of the roof 
there was much work in forming 
the sheets, but nothing unusual. 


The contractor brought up a 








Laying the pan sheets between 
battens 


brake and some benches to a pent- 
house on the roof and trucked his 
copper in sheets to the job. The 


Just below the 
ridge there is a 
molding set be- 
tween the battens. 
This molding con- 
sists of rectangu- 
lar copper noses 
forming a spear 
head for three 
rectangular false 
battens. All this 
work was solder- 
ed on the job 
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sheets were then cut up and formed 
in the job shop and stored until 
needed right on the roof. Two men 
working in the shop were able to 
keep up with the laying crew. 

The ridge of the roof is capped 
with a single wide sheet formed as 
shown in one of the drawings. This 
sheet turns over the ridge and down 
the inside along the wall. The in- 
side bottom is turned for a water 
joint with the masonry. The front 
face is turned to follow the slope 
of the roof and has a turned seam 
at the bottom which hooks into the 
turned seam of the pan sheet. 


Just below the ridge there is a 
row of ornamentation formed of 
three square ridges of copper ter- 
minating in a point which is capped 
with a projecting, rectangular nose. 
The nose was formed of one piece 
and the ridges also of one piece. 
A 
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Cups SopERED To ( 
| Pan SHEET \ 

















The batten clips were soldered to 

the verticle sides of the pan sheet. 

This saved much hand setting. 
The clips were cut from scrap 
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and soldered together in the shop. 
The units were then brought to the 
job and soldered to the roof sheets 
and the cornice. 
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there is a wide box, copper-lined 
gutter. Two sheets were used to 
span this gutter. The back sheet 
forms the back face of the gutter 























The cornice is quite ornate, but 
of very good appearance either 
from the street or from the gutter 
line at the base of the attic story. : 
The face of the cornice is formed 
out of two sheets. The bottom 
sheet forms the set backs of the 
bottom and the lower curve and .) 





Batten Cap 
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This is the cross section of the 
batten cap. The batten had its 
ridge cut off 
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Doing a soldering job on the cor- 





nice dentils. There was a great Roce FLASHING 


<b deal of this work 


and the flashing for the wall. The 
front sheet forms the bottom of 
the gutter the back flashing for the 
stone cornice. One of the photo- 
graphs shows how the connection is 
made between the gutter lining and 
the cornice. The edge of the sheet 
is turned down into the slot of the 
stone and calked against water 
penetration. This construction was 
alternated so that seams are broken 
down the gutter. 





Seven pieces were required for each 
: i : im = 
section of molding. These were all 
soldered together on the job, rather 


than in the shop. The construction 


The cross section of the ridge 
sheet. It connects with the pan 
sheet and also turns over the back 


and appearance of this molding face and is calked to the wall 


shows in one of the photographs. 
At the eave line of the roof there 
is a line of very heavy molding. 
One of the drawings shows a cross 
section of this cornice. The sec- 
tions were formed up in the shop 


face of the cornice. The upper sheet 
forms the upper curve.and the top 
of the cornice. To these sheets the 
dentils are soldered. 

At the base of the attic floor 
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30 Years of Service 


and Still Doing Its Work 


At 1721 Master Street, Phil- 
adelphia, there are two old 
Excelsior tubular furnaces 
which were installed when the 
house was built 30 years ago. 

The house has twelve large 
rooms and a bath. One front 
room is unusually large. 

The furnaces are placed so 
that each one heats a part of 
the house. Through all the 
years the owner has never ex- 
perienced discomfort regard- 
less of outside temperatures. 

When solicited recently, the 
owner stated he would prefer 
repairs for he was fully satis- 
fied. Each of the furnaces has 
been repaired twice in 30 years 
at the expense of two cylinders 
and two grates each. 










































ANNIVERSARY 


This Furnace Has Been Th rough 36 Winters 
and 2 Floods 


And is today faithfully 
heating an eight room 
house in Indianapolis, Ind. 





















The large frame 
house where this 
furnace is located 
was built in 1894. 
The builder occu- 
pied the house un- 
til 1902 when the 
present owner 
bought it. Neither 
owner has had any 
trouble with the 
heating plant, re- 
gardless of the 
weather 
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This old Victor fur- 
nace was placed in the 
house in 1894. Its 
casing is brick, with 
the furnace set in a 
pit in the floor. Twice 
during its long period 
of service it has been 
under flood waters. 
And each time, when 
the waters receded, the 
furnace has been fired 
without any expense 
other than cleaning. 
Its operation today is 
as satisfactory as it 


was in 1894. 











One of Pansch’s installations in the residence 


of an old customer 


cx RE you trying to get all 

the furnace dealers in the 

country to get into the oil 
burner business?” asked C. W. 
Pansch, successful Racine warm air 
heating contractor when an ARTISAN 
representative questioned him about 
his methods in oil burner sales and 
service. “If you are, you are going 
to find that success in the oil burner 
business, like anything else, depends 
on thorough knowledge of what you 
are selling. In the oil burner busi- 
ness that means not only that fa- 
miliarity with the ‘talking points’ 
of the burner you are selling, but a 
thorough understanding of combus- 
tion principles as applied to all oil 


Oil burner installation in Pansch’s 
home showing result of successful 
experiment to locate oil burner 
mechanism at some distance from 
the heating plant—a very convenient 
arrangement where space near fur- 
nace is limited 





burners and to the various types of 
heating plants in which they will be 
installed. 

“Any dealer who gets into the 
oil burner business looking for an 
easy way to make more money by 
cashing in on the popular interest in 
all forms of automatic heat is apt 
to be bitterly disappointed. Unless 
he is prepared to sell something be- 
sides another good oil burner, he is 
likely to lose some money while 
getting his experience.” 

Pansch has been handling the 
Wayne oil burner for about three 
years during which time he has sold 
in the neighborhood of one hundred 
burners. How these burners were 




















There’s Profit for You 


—But the Secret of Success Is in Knowing 
How, According to C. W. Pansch, Racine 
Warm Air Furnace and Sheet Metal Con- 
tractor, Whose Successful Methods in Oil 
Burner Sales Are Described Here 


sold, however, is of greater interest 
than how many were sold, as is the 
guiding principle which dominates 
all of Pansch’s business operations 
—know what you're about before 
you go ahead. 

During the first year that Pansch 
handled the Wayne burner he in- 
stalled only three burners. The first 
one he installed in his Own home 
for the purpose of testing it in use 





Warm air furnace owners were nat- 
urally among Pansch’s best prospects 


and finding out by various experi- 
ments exactly what it would do. 
Late in the heating season he in- 
stalled the other two in the homes 
of former customers who had con- 
fidence in  Pansch’s judgment. 
These installations enabled him to 
carry his experimenting still fur- 
ther. 

Even during the second year little 
effort was made to sell oil burners, 
the few sales that were made being 
on the basis of the satisfactory per- 
formance of those in operation. In 
the meantime, too, Pansch was 
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building a reputation as a man who 
“knows his stuff” in the oil burner 
business and was beginning to cash 
in on the knowledge gained in study 
and experimentation. 

There were numerous instances 
of owners of other makes of oil 
burners who experienced difficulties 
which no one seemed to be able to 
remedy. Pansch was able in al- 
most every instance to locate the 
difficulty and save these people a 
lot of money. In many cases the 
heating plant itself was at fault and 
Pansch was able to make or recom- 
mend the needed changes. In other 
instances a simple adjustment of 
the burner, based on his knowledge 
of combustion principles, was all 
that was necessary. 

On many of these calls Pansch 
offered his advisory services with- 
out charge—in fact he refused the 
offer of payment in some cases. It 
was not long, however, before these 
people began selling oil burners for 
Pansch. “There is a fellow by the 
name of Pansch who can tell you 
what you need,” is the phrase 
passed over bridge or luncheon 
tables that is now selling burners 
for Pansch, and has enabled him to 


il Burners 








pass the hundred mark in less than 
three seasons. It must be apparent 
that his success is on the basis of 
sound building. 

The entire oil burner selling force 
consists of one man—Pansch. Con- 
sistent use of newspaper advertis- 
ing enables a tie-up with the word 
of mouth advertising of the pleased 
customers and stimulates inquiries. 
Accompanying this article are 
reproductions of advertisements 
which are typical of those which 

-ansch runs regularly in the Ra- 
cine newspapers. 

One of the pitfalls encountered 
by many oil burner dealers, accord- 
ing to Pansch, is estimating the 
possible profits on the basis of so 
much for the cost of the burner, so 
much for the cost of installing, so 
much for sales overhead, and as- 
suming that the rest will be profit. 
This method of calculation is mis- 
leading as how much is left for 
profit depends largely upon the cost 
of servicing which may run to a 
considerable item. 

Pansch has reduced his servicing 
cost to an absolute minimum 


through extreme care in making the 
installation. In the first place, 


















This large warm air heated frame 
dwelling is satisfactorily heated with 
one of Pansch’s burners. Pansch has 
proved the utility of his burner in a 
well installed warm air heating plant 


Pansch will not sell a burner for 
installation in a heating plant that 
is not adequate for the house, as he 
realizes that no oil burner can per- 
form efficiently and economically 
under such a handicap. If the plant 
is inadequate, Pansch first sells his 
prospect on the importance of put- 
ting the heating plant in shape and 
will lose the job rather than install 
his burner without such changes 
being made. 

In recommending changes in the 
heating plant he is indifferent as to 
whether he or some other heating 
contractor does the work, but in- 
sists that it be done as he specifies 
it. In most instances his knowledge 
of what is needed and his extreme 
confidence in his recommendations 
instills the confidence of the cus- 
tomer and Pansch gets the work 
on a non-competitive basis. He 
never cuts his price to secure this 
kind of work. Occasionaily he loses 
an oil burner job to a competitor 
when the home owner is unwilling 
to make necessary changes in the 
heating plant. Already he has had 
numerous lost customers come back 
to him with their troubles. 

In adapting his burner to the 
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No Furnace Cares 
for Mother 


No Changing Tem- 

peratures to Im- 

peril the Children’s 
Health 


Wayne Burn- 
ers May Be 
Had for Any 
System — Hot 
Water, Hot 
Air, or Steam. 





» v. 
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FFORTLESS WARMTH AND COMFORT 
characterizes this modern oil-burning 
heating system! The advantages of the 

Wayne Oil Burners over old, obsolete meth- 
ods of home heating are widely. recognized. 
The uniform, dependable ‘temperature that 
safeguards health; the freedom from furnace 
cares; and the elimination of bother with 
coal and ashes has won for it the instant ap- 
proval of housewives. No furnace cares for 
mother with the efficient Wayne Burner in 
the basement. It is the last word in depend- 
able, automatic heating service — the most 
faithful servant in your home. 


Let us demonstrate the Wayne Oil Burner for 
you. An accurate survey of your heating re- 


quirements will gladly be made with abso- 
lutely no obligation on your part. 


C. W. Pansc 


Sheet Metal Work 


Bridge and Ontario Street - Jackson 573 














Pansch is a consistent user of newspaper space and 
finds that advertisements featuring his oil burner 
stimulate injuiries and serve to focus the attention and 
interest of those who have already heard about his 
service through the recommendation of home owners 
in whose homes burners were insalled by Pansch 
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heating plants in which they are in- 
stalled Pansch devotes careful 
study to the special heat transmis- 
sion problem encountered in placing 
and adjusting the burner. All ad- 
justments are made on the basis of 
a flue gas analysis thus assuring an 
efficient flame, in keeping with the 
heat requirements of the plant. The 
electrical controls are another point 
to which Pansch has given special 
study so that when he leaves a job 
he can feel certain that it will per- 
form dependably. 

Thus, with all possible trouble 
anticipated beforehand there is lit- 
tle or no servicing to do, and that 
which is required is of a simple and 
inconsequential nature. Pansch re- 
alizes the importance of keeping 
servicing costs down to an absolute 
minimum and despite the fact that 
he has this problem well in hand, a 
careful record is maintained on all 
servicing work. The form which is 
used for this purpose was worked 
out from experience. 


Approximately half of the in- 
stallations which Pansch has made 
are in warm air furnaces and these 
are by no means limited to his own 
former customers. His knowledge 
and experience in warm air heating 
problems was, of course, a distinct 
asset in assuring entirely satisfac- 
tory performance of his oil burners 
in warm air heating plants. Views 
of some of these successful installa- 
tions are reproduced herewith. 


He believes that a warm air 
heating contractor who is a thor- 
ough heating engineer and who will 
devote special study to the special 
problems of oil heating can make a 
profitable tie-up between his fur- 
nace business and his oil burner 
business. He stresses the fact that 
only by anticipation and surmount- 
ing of the various problems can a 
genuine and lasting success be at- 
tained. 

The going is easier for Pansch 
now that he has established himself 
as an oil burner expert and that 
has come only as a result of having 
painstakingly laid the right founda- 
tion. 




















The elevator 
cabs of the Ma- 
riner Tower, Mil- 
waukee, are built 
of plain and 
etched stainless 
steel. The effect 
is remarkable 





The Empire State Bank, New York, has an 
exterior almost wholly glass and steel. The 
building marks a new architecture 
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The pedestrian 
bridge between 
the Northwest- 
ern Railroad 
station and the 
Daily News 
Building, Chi- 
cago, is stain- 
less steel 











The elevator lobby of the Wacker- 

LaSalle Building, Chicago, is 

trimmed with steel in modernistic 
design 








METAL FOR PERMANENCE—STEEL 


The Chrysler Tower, 

New York, is to date 

the outstanding ex- 

ample of sheet metal 

applied to architec- 

ture. The tower is 
steel 


4 





tainless steel has found a waiting market in the kitchen, not only in 
the home, but in the hotel and restaurant field as well 





Eight gas-fired, warm air heating units, with a total capacity of 7,800,000 B.t.u., heat the armory. There are four units 


along each side, 64 feet apart 


The World's Largest Gas-Fired 


Unit-Heater Installation 


RMY experts who have in- 

spected Chicago’s new 124th 

Field Artillery Armory have 
proclaimed it the finest armory 
building in the country. 

Erected for the State of Illinois, 
by Chicago craftsmen, this huge 
building becomes the base and home 
of one of the most noted of peace- 
military units in the Chicago area. 

This structure involved various 
specialized architectural and engi- 
neering problems, and demanded 
new combinations of the finest of 
modern materials and equipment. 
The building represents the com- 
bined skill of men and firms whose 
accomplishments include some of 
the greatest building projects in the 
Middle West. 

The building is of steel construc- 
tion with arched, trussed roof hav- 


ing its peak 100 feet above the floor. 
Exterior walls are of masonry and 
stone facing, measuring 224 feet 
wide and 356 feet long. The roof is 
of Federal tile with a glass skylight 
36 feet wide running the greater 
length of the drill hall, on each side 
of the center of the arch. 

Windows along each side of the 
balcony have a total glass area of 
approximately 1,780 square feet. 
The 32 tiers of seats on each bal- 
cony are arranged along east and 
west sides of the drill hall, from 
north to south, and provide a seat- 
ing capacity in excess of 10,000 
people. The cubical content of the 
drill hall proper is approximately 
6,000,000 cubic feet. 

Since over half the total area of 
this great structure consists of the 
gigantic drill hall, where battallions 


fully equipped and garrisoned carry 
on maneuvers on horseback, the 
heating and ventilating problems in- 
volved required a most careful and 
detailed study by architects and 
state experts. The finished build- 
ing not only enjoys the distinction 
of housing one of the largest drill 
halls in America, but the heating 
equipment selected constitutes per- 
haps the largest gas-fired, warm air 
unit heating installation accom- 
plished up to this time. 

The heating figures were based 
upon maintaining a comfortable 
temperature throughout the area 
occupied by the audience in bal- 
cony spaces, with no special atten- 
tion given to the roof or the arena 
areas. 

This in mind, the arrangement 
decided upon consisted of four L. J. 
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Mueller Furnace Company Gas-Era 
gas-fired units on each side. These 
were placed 64 feet apart in the 
truss space, in alternate bays. The 
end -units are of 16 sections each, 
those between of 14 sections each. 
A total of eight units, or 120 sec- 
tions, with a combined A.G.A. 
rating of: 7,800,000 B.t.u. 

Recirculating ducts are so ar- 
ranged that air distribution is ob- 
tained by drawing air from sixteen 
48 by 18-inch grilles in the face of 
arena walls 10 feet above the floor, 
16 feet apart, and 150 feet across 
the arena, wall to wall. The recir- 
culated air is brought back to the 
blower located with each unit in the 
truss area 46 feet above the arena. 
The air is discharged by the fans 
through the heating units, and after 
being warmed is delivered by means 
of three supply ducts directly over 
the seating space. Special volume 
and deflecting dampers were neces- 
sary in these ducts to secure the 
desired air distribution. 

The fans are of 12,000 and 
14,000 c.f.m. capacity, operated by 
direct connected motors delivering 
a total of 104,000 c.f.m. into the 
drill hall. 

When this system was completed 
and all adjustments had been made, 
a smoke bomb test was conducted 

(Continued on page 110) 
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The distributing nozzles direct the streams of warm air out and down over 

the balconies. Smoke tests showed that the distribution is uniform over the 

seats and that very little warm air works out over the drill floor. This was 
exactly what the heating engineers designed the system to accomplish 
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This is the exterior of the handsome building. The most interesting detail of the building is the heating system, the 
largest gas-fired, warm air heating installation in the world 
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Are Modern Methods 
ble to OUR Shops? 


Adapta 


HE things atid’ methods we 
"ition “the’,last. word” a 

decade or two ago are fast 
fading from the picture. 

Business has found that ‘old 
methods were not sufficient and 
through invention and experience 
have brought us products that have 
afforded better and easier living 
conditions, faster and better trans- 
portation and more leisure with its 
corresponding pleasures. 

After the demand for these new 
things began, business had to learn 
new methods to enable it to prop- 
erly conduct its enlarging business. 
Huge sums of money made mass 
production possible, and in time the 
unit price was reduced to the buy- 
ing level of the general public. 

Exactness was compelled in 
order to know costs and sales prices 
at all times. Reserve was included 
in the sales price to insure the pay- 
ment of dividends to the stockhold- 
ers. Sales were obtained through 
entirely new methods, and business 
learned to tell about its products 
more intelligently, longer and loud- 
er than ever before. 

Business soon learned to build 
for the future by filling the de- 
mands of the present quickly, care- 
fully and most efficiently. 

This “greater sales through satis- 
fied customers” became its slogan. 

This new position became the 


By BENJAMIN F. JOHN 


means of meeting unfair competi- 
tion, with a. profit. 

When we come to analyze these 
new modern methods and products 
we find them based on just one 
thing : Common sense reasoning and 
action. ' 

Inventing something useful and 
attractive ; producing and selling in 
large numbers to reduce the price 
per unit to its lowest possible level, 
and selling at a profit is our busi- 
ness aim. 

Why, then, is it not possible for 
these modern methods, built upon 
such common sense reasoning, to.be 
used by our trades to our profit? 

Are we developing business 
where it was not supposed to exist? 

Is the field for our efforts ex- 
hausted ? 

In the old days, the sheet metal, 
roofing and heating contractor con- 
fined himself almost entirely to 
standard work. Usually he did not 
do much to enlarge the field of his 
efforts or the size of his customer 
list. Possibly at that time he did 
not need to. But under modern 
conditions those of us who have 
tried out some of these methods 
have found them quite profitable. 

The trouble is that too many still 
cling to the old or half-heartedly 
try out the new. and thus receive 
little or no benefit. 


Those who have studied our 
business and its future possibilities 
and those of us who are anxious to 
go ahead believe that the field is 
unlimited. If you reason the matter 
out from past experience, you must 
agree that this is so. 

Is it possible that we believe there 
is just so much business, and that 
when we get our share and perhaps 
a little extra that we are encroach- 
ing on some one else’s business? 


Is that the reason for cut throat 
competition, and the many com- 
plaints we read about? 

Does not the experience of the 
last ten years prove that it is pos- 
sible for large roofing and heating 
concerns, using modern methods, to 
take over our business and create 
new fields? 

It may be that these concerns did 
not make the money they expected, 
or their material and workmanship 
and results were inferior to ours, 
yet their statements show a profit. 
Nor must we overlook the fact that 
these concerns have many boosters 
in satisfied customers. We have 
this evidence before us. If this is 
so, what is going to keep others 
from entering on the same basis? 

What is to prevent large distrib- 
utors of sheet metal and supplies 
from starting shops around town 
and to supply material at wholesale? 
And what is going to prevent capi- 
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tal, with competent men in charge, 
using modern methods from mak- 
ing sales and erecting and install- 
ing? 

These concerns are looking about 
now for a means to add to their 
dwindling sales to take the place of 
that which is being lost to the ever- 
increasing corner jobber. Two have 
already started, how many will fol- 
low? 

These large heating concerns 
said that their advertising and high 
prices for first class installations 
would increase the business all 
around. And the statement was 
proved true. And other manufac- 
turers, when they realized the sit- 
uation, also entered our field and 
more will enter our business as it 
grows more profitable. It is human 
nature to do so, especially if there 
is no obstruction from the average 
trade to make it unprofitable for 
them. 

I should like to ask—can the 
trade prevent the manufacturer 
from making money as a dealer? 
How can this be prevented? 

By doing the same things the 
modern branch offices and shops do. 

Is it not to the advantage of every 
shop to consider its position and 
realize that the individual shop is 
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There are MANY 
Shops like this- 






Modern methods have not hit this 
owner. He cannot expect public 


commendation when he displays 
himself in a garb like this 


AMERICAN ARTISAN 


the equal and even better able to 
sell the consumer, if they will but 
adopt modern methods? 

What is the secret of branch op- 
eration success? 

It certainly cannot be because 
they hire the unemployed mechanic 
at so much an installation, because 
this method has caused no end of 
grief, nor is it because they manu- 
facture the material and supply the 
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charged with a pro-rata share of 
the advertising in the locality. 

If you think the average branch 
manager has a “cinch” of a job, 
consider these facts: 

The manager must keep books 
and records and keep them accu- 
rately so that they agree with those 
in the home office. All payments 
for written contracts as recorded 
in the main office must be accounted 
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There are not enough shops like this. Modern window display, a selection of 
equipment for any pocketbook or need and a few hours’ time arranging the 
window is a sure means of attracting prospect attention 


branch at a cheaper price than the 
dealer can buy, as the freight and 
warehouse and handling charges 
must be paid. 

Let us consider a well known 
branch and note what its manager 
says: 

Each branch is allowed just so 
much money to spend in a year, for 
which it must produce so much 
business, at a certain set profit. This 
compels the manager to work his 
force to capacity the greater part 
of the year. If he exceeds the 
amount of business that he is re- 
quired to produce, he receives a 
bonus, but if he falls short of it, 
and the branch does not pay ac- 
cording to the budget kept at the 
home office, some one else takes his 
place. 

Each branch is billed with all 
material used, the labor paid and 
the expense. And the branch is 


for. He must endeavor to make 
collections from the delinquents, 
and report on each case. Straighten 
out each and every complaint. Keep 
card indexes of each and every job 
installed; direct his salesmen, and 
attend to all details of his office, as 
well as supervise the installations 
of his contracts, and supply each 
job with the material required. 

Is this not exactly what any first 
class shop should do, and the aver- 
age does not do? 

The manager is in the same posi- 
tion as the “boss” of the average 
shop. Both want to make money. 
If the manager does not, he loses 
his job. If the “boss” does not he 
will fail, under this new competi- 
tion. 

Of course the average shop can- 
not display a full page advertise- 
ment, but it can advertise in 
numerous ways within the reach of 
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its pocket-book. If every shop in 
one locality advertised correctly 
and persistently would not this 
equal the larger advertising? And 
if the individual shop stressed the 
fact that they have been in business 
in that locality for so many years 
and offer references, show photo- 


/~ [will guarantee 
lstandatd code 


\ ) anstallations 
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office has not been able to gain a 
foothold. 

Modern methods of the branch 
office have taught a number of 
shops how to do business profitably, 
and has kept them on their “toes” 
all the time. 

The branch office show window, 





has Mereelf 





Modern business is tending more and more to quality selling, backed by good 
reputation. Quality, at a fair profit, is likely to keep you in business longer 
than selling on price alone 


graphs of first class job installed, 
and learn to sell in the selfsame 
manner as the branch salesman and 
at a higher figure for something 
better and finer, would not their 
customers and the public prefer 
them? 

That has been done we are told, 
in those localities where the branch 


usually no larger than that of the 
average shop, is made a salesman; 
their salesmen are wide awake to 
every prospect; they install com- 
plete outfits and the customer does 
not have to deal with two or three 
different firms if he wants a heat- 
ing system with a thermostat, fan, 
filter, motor, blower, or even a con- 
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version gas burner. The branch 
supplies all equipment and assumes 
the entire responsibility, although 
the responsibility rests on the home 
office, far away. Yet with all the 
prestige of a large manufacturing 
concern with millions of capital, 
they have been “licked”? many times 
by the wide awake shop, that stid- 
ied, planned and knew its business. 

This is also true in the sheet 
metal and roofing business. Many 
contracts have been won away from 
the manufacturing interests at a 
profit by showing samples, a plan, 
references and a full explanation 
for the owner. 

The average shop owner has a 
birthright in his business and in his 
locality. He has earned this birth- 
right by attaining mechanical ability 


at the bench and giving long and 


good service. When the private 
shop recognizes that the office part 
of business is just as important to 
his success as the mechanical end, 
when the owner studies the modern 
methods adaptable to his business, 
and as used by all sorts of busi- 
nesses today, then he can compete 
with any outside interests and win. 
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$50,000 GROSS FROM A ONE- 
MAN ORGANIZATION 
(Continued from page 97) 

any other form of advertising, al- 

though we have been solicited for 

radio, billboard, newspaper, direct 

mail and other forms of advertis- 

ing. 

“Our reason for this is twofold: 
First, any advertising medium or 
any advertising method to be suc- 
cessful, must be followed persist- 
ently and continuously. Right now 
we do not have any inclination for 
an expansion program beyond our 
present volume, nor do we have any 
sales organization which such ad- 
vertising would necessitate for fol- 
low-up purposes. 

“Second, we had sufficient ex- 
perience with larger organizations 
to believe firmly in the policy that 
individual supervision and effort is 
needed in order to keep all the loose 
ends together. Were we to expand 


into a volume of business appreci- 
ably greater than we are now oper- 
ating under, we would be unable to 
give the various phases of the ac- 
tivities sufficient personal attention. 
Such a situation would require the 
departmentalization of the various 
activities with sub-executives for 
each of these divisions. We are not 
as yet ready to expand with the an- 
ticipation of such necessary moves. 

“We acknowledge all communi- 
cations ; including a special letter of 
appreciation to customers, which 
thanks the customer for placing 
confidence in us for a heating sys- 
tem.” 


WORLD’S LARGEST UNIT 
GAS HEATER 
(Continued from page 107) 
with all eight units operating, using 
eight, two-minute bombs. It was 
found that the direction of air was 
perfect, making it possible to main- 


tain a uniform temperature across 
the occupied area of the balcony. 
A positive return air circulation was 
obtained and a complete smoke haze 
was observed to extend over the en- 
tire arena. The area directly above 
the arena floor to an approximate 
height of 15 feet was clear and 
without air motion. 

The Gas-Era furnaces were 
equipped with controls which auto- 
matically cut off the fuel supply 
when the desired temperature is 
reached. 

This installation was made by 
the Narowetz Heating & Ventilat- 
ing Company of Chicago, who have 
specialized in this field for many 
years. The Narowetz company has 
a large number of fine installations 
in prominent buildings in the 
greater Chicago area. The opera- 
tion of this equipment has been the 
source of much comment from dele- 
gations and interested individuals. 
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METAL FOR PERMANENCE—IRON 





Right: St. John’s Hospital, St. 
Louis, was roofed with galvan- 
ized iron in 1910. In spite of a 
smoky atmosphere the iron is 
today in first class condition. 


Below: The Bundy Apartments, 
Middletown, Ohio, had a new 
iron roof in 1909. Today it is 
good for unknown years more. 





Galvanized iron is not as old as some other 
roofing materials. Nevertheless, it is today one 
of our most versatile materials and upholds well 
our industry’s slogan—Metal for Permanence. 






The Monroe School, Parker, Ind., was trimmed with gal- 
vanized iron in 1908. The work consisted of gutters, down- 
spouts, flashings, etc. In spite of severe exposure the metal 
is today in excellent condition 





The Roanoke plant, Red 
Jacket Consolidated Coal 
Co., is all protected with 
galvanized iron put on in 
1909. The iron is sub- 
jected to severe conditions 
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Fred Bock, Newark, N. J. 
Has Specialized for 20 Years 


SELLING METAL CEILINGS 


BOUT the time the twentieth 
A century was being ushered 

in, a demand for simplifica- 
tion of architecture began to be ex- 
pressed by home builders and own- 
ers of commercial structures. Prior 
to that change in sentiment, elab- 
orate interiors were quite the thing 
and the home owner having the 
most elaborately carved interior 
was said to possess the most desir- 
able home. 

While this demand for simpler 
things spelled prosperity for many 
types of building materials, it 
brought just the opposite effect to 
the metal ceiling industry. Where 
the metal ceiling had previously 


enjoyed a wide and popular de- 
mand, it began to fall off with the 
coming in of plain plaster, small 
patterned and plain wall paper and 
undecorated walls. 

The manufacturers of metal ceil- 
ing had catered to nineteenth cen- 
tury taste by making elaborate and 
deeply embossed designs which, 
while they sold well before the 
turn of the century, were passed up 
by the seekers after simplification. 
At the same time a feeling that 
metal ceilings were substitutes 
rather than primary materials be- 
gan to go around, so between all 
these influences the metal ceiling 
went into the discard. 


Nevertheless the metal ceiling 
undoubtedly did possess some 
characteristics which made it a very 
desirable building material. First 
of all, it was resistive to fire. Sec- 
ond, it was permanent and no 
amount of settlement in the house 
could produce cracks across its sur- 
face. Third, it provided a very eco- 
nomical means of covering up 
poorly plastered walls and ceilings 
and once applied lasted indefinitely. 
Last, it could be washed and painted 
and refreshened at little cost and 
once done over immediately pos- 
sessed all its original characteristics. 

These very evident good traits re- 
tained a host of friends in spite of 





Metal ceilings are admirably adapted for use in the large rooms of houses built at the end of the last century. It is 
hard to keep these large ceilings from cracking, but with a metal ceiling this danger is eliminated. Here is a typical 
room of this kind 
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much disfavor. There were, too, 
many contractors who saw its pos- 
sibilities and insisted on its use. At 
the same time, the commercial 
building or store wanting a new and 
economical interior continued to use 
this material for its good qualities. 
This meant that many contractors 
who had originally made a specialty 
of building this material continued 
to make their living with it. 

Just such a contractor is Fred J. 
Bock of Newark, N. J. Mr. Bock 
has been a metal ceiling man for 
nearly thirty years. He contracted 
in this material when it was widely 
popular, but of more interest, has 
continued to find a profitable mar- 
ket all through the years since. 

Fred Bock’s field is the home. 
He once did commercial buildings, 
but quite a number of years back 
abandoned this type of werk in 
favor of the house. Concentration 
in this field has developed his sales 
methods as well as his installation 
practices so that he is in a position 
to say what can and what cannot be 
done in the metal ceiling field. 

First off Mr. Bock realizes that 
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Kitchens are a fer- 
tile field for metal 
ceiling sales. 
Fumes, grease, pe- 
riods of intense 
heat and periods 
of cooling have no 
effect on metal. In 
addition, a wash- 
ing and a quick 
coat of paint puts 
the ceiling in new 
condition 


the field has to be cultivated. In his 
part of the country the metal ceil- 
ing has been used so long it has 
never completely gone out of use. 
In other parts of the country, he 
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says, the home owner probably 
looks on a metal ceiling as some- 
thing like a cross between a lot of 
galvanized iron nailed to the ceil- 
ing and those deeply embossed 
metal ceilings which still adorn old 
saloons or unused store buildings. 
Selling metal ceilings under such 
circumstances must overcome lots 
of prejudice first. But the same 
methods Mr. Bock uses on new 
customers are applicable to pros- 
pects in any part of the country. 
One of the best selling points 
Mr. Bock has discovered in his 
many years of selling is the fire 
resistance of this material. Most 
folks know that metal has consid- 
erable resistance against fire. Metal 
lath for basements is widely used 
and metal clad fire doors are used 
in practically every building. So he 
talks fire resistance. He explains 
that metal ceilings keep fire and 
heat away from combustible mate- 
rials for a long period of time and 
so keep a fire from spreading until 
firemen can arrive to put it out. 
He has found that there is less 
sales resistance to using metal ceil- 
ings in kitchens, bathrooms, sleep- 
ing or sun porches than there is to 
use in living rooms, bedrooms, etc. 
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Rightly handled, a metal ceiling harmonizes well with large, open room spaces. 
Even the most particular owner couldn’t find anything wrong with the 
appearance of this ceiling 
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So he sells metal for these rooms 
first. For the kitchen the metal 
ceiling has a logical companion in 
the metal side wall. When all the 
walls and the ceiling are metal keep- 
ing the kitchen clean and sanitary 
becomes as easy a task as though 
the far more expensive glazed tile 
were used. The prospect can under- 
stand that a plain pattern, painted 
in attractive colors or shades, can 
make a very livable room. 

The same is true of the bath- 
room. In these rooms steam from 
hot water and cooking foods is 
often present and the effect of 
steam on plaster is something all 
persons understand. There is, too 
the matter of grease in the kitchen. 
Every housewife understands that 
metal can eliminate the soaking of 
grease into the painted wall. 

When the home owner has _ be- 
come accustomed to metal in one 
or two rooms resistance is lowered 
and the material can more easily be 
sold for other rooms. One field Mr. 
Bock has found especially fertile 
is the old flat or tenement building. 
Here the owner is usually absent 





This ceiling is in a large stair hall. 

The contrast between the dark wood- 

work and the light ceiling is pleas- 

ing. It is appearance that causes 

most of the selling difficulty. But 

work such as this overcomes buyer 
hesitancy 








METAL CEILINGS 

HERR METAL CEILING CO.—Private 

homes our specialty; kitchen ceilings, $20 
up; bath rooms, $10; reliable service; guar- 
anteed work. 586 Bergen st.; Terrace 0889. 
METAL CEILING OVER OLD PLAS- 

TER. Bath rooms, $12; kitchen, $22 up; 
dining room, $25 up. Wm. Hampson, 9 
Charles st., Bloomfield; phone day or night, 
3083. 


CEILINGS erected half-day over plaster; 

no dirt; room, $20 up; bath room, $10. 
Fred J. Bock, 1161 Bergen st.; Waverly 
3105. 

METAL CEILINGS AND WALLS. 
WM. D. DALY, 866 SANFORD AVE. 
IRVINGTON. ESSEX 3969. 

METAL CEILINGS AND WALLS. 

JAMES V. MAGUIRE 
25 Voorhees st.. Newark; ph. Waverly 3494. 
METAL ceilings and side walls erected in 
homes. Moe Rosenstein, 110 New st.; 
Market 4421. 























The metal ceiling section of a clas- 
sified ad page. These small ads 
bring good returns 
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Here is another example of a metal 

ceilinged kitchen: The small pattern 

appears even smaller in contrast with 

the large floor area. Mr. Bock has 

been making such installation for 20 
years 





and his chief concern is for some 
material which eliminates mainte- 
nance. Metal ceilings meet this de- 
mand in every respect. Use of the 
metal removes all necessity for do- 
ing replastering, and the metal will 
stand the hardest abuse without 
failure. It can be painted easily and 
cheaply and in addition is sanitary, 
requiring only washing to refreshen 
it. In any community where there 
are these low rental flat buildings, 
Mr. Bock has found a waiting mar- 
ket for his sales effort. 

In connection with this matter of 
maintenance, the metal is absolutely 
non-absorbent. Neither water nor 
liquids penetrate it. This works to 
advantage in two ways. First the 
material when in place always re- 
mains waterproof and second re- 
painting requires much less painting 
material. Owners appreciate this 
latter feature. 

Selling metal ceilings for homes 
today requires one thing and that is 
small patterned designs. People are 
not interested in the large patterns, 
especially when the embossing is 
deep. The demand today is for as 
small and shallow a pattern as pos- 
sible. While this small, shallow 
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pattern meets the demand for type 
it brings up some installation prob- 
lems. The shallow pattern is not as 
rigid as the deeper embossing. To 
overcome this, nailing has to be Ae 
done at more frequent intervals and hone 



























—Blocking and furring 
for Metal Ceiling Beam: 

f Spacing is determined by 
‘/, design of ceili wd r 















if the metal is applied to furring 
strips these strips must be put on at 
closer intervals. 


Applying metal ceilings is an art 
in itself. For example, Mr. Bock 
has found that laying ought always 
be started at the lighest side of the 
room. The next sheet overlaps the 
first, of course, and with the light 
against the seam no shadow is cast. 
The elimination of seam shadows 
is one thing to always guard against, 
especially in a house. 


At present Mr. Bock applies 
metal ceiling to three types of sup- 
port—solid sheathing, old surface 
furred, and furring on_ plaster 
board. This latter is particularly 
adaptable to modern houses where 
insulation is usually considered. 


Of the three, the solid sheathing 
is probably the best. It may or may 
not be the most expensive. In this 
type of construction the old plaster, 
if an old house, is taken off and 
sheathing boards are nailed to the 
joists. The boards are spaced to 
care for expansion, but not as 
widely as under flooring, for the 
metal keeps practically all the mois- 
ture away from the wood. The 
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Plastered 
Wall 


Metal ceiling can be applied to old plaster by fastening nailing strips both 

ways to the joists. The metal sections are then nailed to the strips. The 

proper construction for a corner turn and a beam is also shown. The smaller 
the pattern of the metal the closer should be the nailing strips 


metal ceiling sections are then nailed 
right onto this sheathing. This 
backing provides a very uniform 
support and eliminates all chance 
for buckling. 

In new houses where insulating 
lumber is used furring strips, usu- 
ally 7% by 1% inches are nailed 
down. The metal sections are nailed 
onto the strips. In all cases a fur- 
ring strip has to be placed under 
the seam. 

Where an old surface is to be 
covered the furring strips are nailed 
onto the joists. The old plaster does 
not have to be torn off, but the fur- 
ring strips must be solidly nailed 
down so that the metal sections will 
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The best base for metal is joined sheathing. With sheathing a continuous, 
rigid base is available and buckling or sagging can be eliminated with a few 
nails. While this is more expensive, Mr. Bock recommends its use in every case 


not be subject to vibration or move- 
ment. This putting metal ceiling 
over old plaster is a very economi- 
cal way to remodel old rooms and 
in Mr. Bock’s community, at least, 
is very much favored. 


Making one’s income out of a 
specialized line of work always de- 
mands sales effort. In addition to 
selling personally, Mr. Bock adver- 
tises in the classified columns of his 
local papers. His advertisements 
are unpretentious and are usually 
the same. A sample of one of the 
advertisements is shown. 

While these advertisements serve 
to keep Mr. Bock’s name always be- 
fore persons building or remodel- 
ing, the greatest amount of sales 
come from personal selling. Long 
years of specialization have built 
up a reputation which is known far 
and wide, but Mr. Bock also keeps 
close contact with contractors who 
do remodeling and home construc- 
tion work. These contractors know 
his work and when a job of this 
kind comes up he is called in. At 
the same time canvassing among 
persons listed as doing remodeling 
or building is carried on all the 
time and brings in much new busi- 
ness. This is personal selling. 

“Perhaps in many parts of the 
country,’ says Mr. Bock, “metal 
ceilings are not thought highly of. 
Nevertheless, this material does 


(Continued on page 131) 
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TURNOVER 


And Its Relation 
to Net Profits 





More and more sheet 
metal and heating contrac- 
tors are in one fashion or 
another becoming manu- 
facturers and jobbers. 
Hundreds of our contrac- 
tors are making specialties 
to sell either in their own 
territory or to distribute 
nationally. 

The National Hardware 
Association has made an 
exhaustive study of turn- 
over and has published a 
pamphlet on the subject. 
This article is composed of 
excerpts from that pam- 
phlet and is printed with 
permission of the National 
Hardware Association. 
The author of the pam- 
phlet is Robert L. Hobart. 





What Is Stock Turn? 


The word stock turn in itself 
means the actual receiving and sell- 
ing of merchandise. For instance, 
a wholesaler finds that during the 
current year he has disposed of 
10,000 units of a specific article 
and that the average inventory of 
that article is 2,000 units. The rate 
of this stock turn is then computed 
by dividing the total number of 
units sold by the average number 
of units on hand. The result of 
this computation is 5 which is the 
rate of stock turn for this particu- 
lar article. In other words, the 
stock turn means the movement of 
stock and the rate of stock turn is 
the frequency with which a com- 


plete movement occurs during a 
definite period, as one year. The 
word turnover is also applicable to 
other instruments in business such 
as labor, capital, accounts receiv- 
able, etc. In this discussion we are 
considering only the movement of 
merchandise since it is this factor 
more than the others which has 
such a definite influence on net 
profits. 


Methods of Figuring Stock 
Turn 

In the preceding example, the 
rate of stock turn was determined 
by dividing the average inventory 
of an article into the total number 
of those articles sold that year. 
This is perhaps the most accurate 
method of computation, but it is 
difficult to use in the absence of a 
perpetual inventory system or in 
those lines of business handling a 
great number of stock items. Two 
general methods are used by the 
practical business man and differ 
only in the basis utilized. The first 
factor entering is that of inventory. 
To obtain the most accurate figure 
and one least effected by reduction 
movements in stock, an average 
should be made of the stock on 
hand for the twelve calendar 
months. The question arises at this 
point of whether prices should be 
figured on a cost or sale basis. For 
the purpose of this discussion the 
cost basis has been selected because 
wholesalers do not generally figure 
inventory on the mark-up basis. 


A Sample Case 
For instance, the John Doe Co. 
has done a business volume of 
$800,000 figured on a cost basis. 
This volume was determined in the 
following way: 
Inventory as of January 1, 1926..$100,000 


Total purchases during 19206........ 860,000 


Total merchandise accountable.... 960,000 
Less Dec. 31, 1926, inventory...... 160,000 


Cost of goods sold during 1926....$800,000 


The rate of stock turn for this 
house is then determined by divid- 
ing the cost of total merchandise 
sold during 1926 or $800,000, by 
the average inventory, or $130,000, 
which gives a result of 6.15 as the 
rate of stock turn. 


Relation Between Rate of Stock 
Turn and Overhead Expenses 

So far in this discussion no at- 
tempt has been made to demon- 
strate the relationship, if any, that 
exists between rate of stock turn 
and operating costs. It is self-evi- 
dent that there will be a direct sav- 
ing in interest on capital investment 
as shown by this simple illustra- 
tion. Wholesaler A has a capital 
investment of $20,000 which bears 
an interest charge at 6 per cent, 
making a total of $1,200. He turns 
his stock twice a year and has a 
sales volume of $40,000. Jobber B 
has a capital investment of $10,000 
with an interest charge of $600. 
He turns his stock four times per 
year with a sales volume of $40,- 
000. The saving in interest alone 
is 50 per cent of $600, with no de- 
crease in sales volume. Thus it is 
seen that there is a positive co- 
relation between rate of stock turn 
and interest on invested capital and 
that interest varies inversely with 
the rate of stock turn. 


Expenses Higher with 
Lower Turnover 

Houses having a rate of stock 
turn between 5.9 and 8.9 have an 
average expense for management 
and executive salaries, 38 per cent 
less than for houses with a rate of 
stock turn below 1.9. In Store and 
Warehouse Salaries there is the 
same tendency to decrease with the 
rate of stock turn and houses in 
the highest group show a 39.8 per 
cent decrease as compared with 
houses in the lowest group. Total 
Salesmen’s Remuneration does not 
respond in the same proportion al- 
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though there is a decrease of 4 
per cent in the highest group as 
compared with the lowest group. 
Rent and other Real Estate Charges 
likewise fails to show a definite re- 
sponse to an increase in turnover, 
but nevertheless there is a 22 per 
cent decrease in this item for 
houses in the highest group. Inter- 
est on Borrowed Money and Inter- 
est at 6 per cent on Capital and 
Surplus Employed varies inversely 
with a change in rate of stock turn. 
With each succeeding increase there 
is a proportionate decrease in this 
item until at the highest grouping 
there is a total decrease of 65.5 per 
cent as compared with houses in 
the lowest group. Total Expense 
shows a steady and consistent de- 
crease with an increase in the rate 
of stock turn. Houses in the high- 
est group have an average decrease 
of 32 per cent, as compared with 
houses in the lowest group. 


Effect of Small Increase in 
Turnover 


The influence of turnover on the 
various items varies and is often 
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Into the mill of production goes all 
the things necessary to make the 
product. Out of the mill comes the 
product. Then the problem is to sell 
so that profits are assured. Turn- 
over will in a large measure deter- 
mine how much can be sold on the 
least investment 


not consistent. According to these 
figures we have seen that interest 
charges respond most quickly and 
in most complete proportion to a 
change in rate of stock turn while 
Total Salesman’s Remuneration is 
affected least. But this variation in 


AMERICAN ARTISAN 


117 








The contractor 
who becomes a. 
manufacturer has 
to think like a 
manufacturer. He 
has to study buy- 
ing and selling 
conditions and 
think beyond his 
own community. 
Turnover is one 
of the things he 
must consider 


affectability is equalized when Total 
Expense is considered, for here 
there is a clearly defined decrease 
with each increase in the rate of 
turnover. The use of the lowest 
and the highest groups for pur- 
poses of comparison might be ques- 
tioned by sales manager with an 
average rate of stock turn who are 
not interested in the comparison of 
the extremes. It is necessary, there- 
fore, to show that there is not only 
a sizeable decrease in Total Ex- 
pense when comparing houses with 
an average rate of stock turn of 
1.66 with houses having an av- 
erage rate of 7.30, but that a de- 
crease or increase of one or more 
stock turn per year has a corre- 
sponding effect on the Total Ex- 
pense Item, other factors being 
equal. 


Why Does Turnover Affect 
Expenses? 


These figures in themselves tend 
to show a definite quantitative rela- 
tionship between rate of stock turn 
and Overhead Expenses, but so far 
there has been no analysis of the 
cause of this relationship. Let us, 
therefore, scrutinize each expense 
item appearing in Table No. 2 in an 
attempt to determine why it should 
react to a variation in the rate of 
stock turn. 

Capital 

In an earlier part of this dis- 
cussion we have seen why interest 
on borrowed money and on the cap- 


-ital and surplus employed varies 


inversely as the turnover. Obvi- 





ously it is possible for a whole- 
saler to cut his interest charges in 
half by increasing his stock turn 
100 per cent, for he is simply doing 
the same amount of business on 
half the amount of capital. An- 
other significant point directly con- 
nected with interest charges on 
borrowed money is the capital and 
surplus employed in the business. 
Wholesalers today consider capital 
much the same as a commodity 
item and one indication of business 
success is the ability to command, 
at current interest rates, any needed 
money. Like its co-partners, land 
and labor, capital must be utilized 
intensively in order to derive the 
maximum benefit of which it is 
capable. Those merchandisers who 
are turning their stock but twice 
when three times is a common fig- 
ure, are guilty of utilizing their 
capital only up to two-thirds of its 
capacity. A common weakness on 
the part of many wholesalers is 
their inability to recognize what 
was formerly hard-earned capital 
in the new guise of merchandise. 
Goods in the warehouse are noth- 
ing more than actual dollars and 
cents and yet how many jobbers 
with slow-moving stocks could en- 
dure the sight of idle and non-pro- 
ductive capital slowly depreciating 
on the shelves day after day. 


The Quick Turn and Low 
Margin Fallacy 
In the wholesale trade, as well 
as the retail trade, there is prevalent 
what might well be called the 
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“Quick Turn-Low Margin” fallacy. 
That is to say, merchants believe 
that it is possible to sell certain 
lines with a very small mark-up be- 
cause of the fact that they have 
rapid rate of stock turn. Within 
certain very moderate limits this is 
possible and profitable, but like the 
drug habit, it has its dangers. Some 
time ago a well-known soap manu- 
facturer selling direct to retailers 
employed a clever sales appeal in 
order to facilitate the sale of his 
soap to dealers who possessed little 
or no understanding of selling 
costs. The dealer was approached 
by the salesman with the statement 
that he could afford to sell XYZ 
soap at cost because of the rapid 
turnover of 52 times per year. The 
dealer wanted to know how he 
could make any money and the an- 
swer was by taking his cash dis- 
count of 2 per cent on each order 
he could realize a profit of two per 
cent times 52 or a total of 104 per 
cent per year on a nominal invest- 
ment. In figures it looked some- 
thing like this: A case of soap cost 
$10.00 and sold for $10.00. On 
each case there was a cash dis- 
count of 2 per cent or 20 cents. 
Thus with a stock turn of 52 times 
per year, the merchant realized 
$10.40, or 104 per cent profit on 
an investment of only $10.00. In 
reality there was no profit but a 
heavy loss as is shown by these 
figures: This merchant had an 
overhead expense of 20 per cent. 
Therefore it cost him $2.00 to sell 
each case of soap, thus making the 
total cost to him $12.00. Less his 
cash discount of 2 per cent on each 
case, or 20 cents, his merchandise 
must return him at least $11.50 to 
prevent a loss. But he only sells 
each case for $10.00 and on each 
turnover there is a loss of $1.80 or 
a total loss for the year of $93.60. 


Are Sluggish Special Lines 
Necessary ? 

Another condition is present in- 
volving slow-moving lines which 
are carried because the retailer de- 
mands it. The supposition is that 
unless he can get this line from one 
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wholesaler he will transfer his buy- 
ing to another house that does 
carry it and at the same time con- 
tinue the bulk of his buying from 
the second house. This places the 
first wholesaler in a position where 
he is forced to choose between car- 
rying a slow-moving line with little 
demand or losing a customer. If 
it is possible to place a_ higher 
mark-up on this line the increased 
margin will compensate for the 
slowness of turn. If not, the whole- 
saler can either reduce this and 
other similar lines to a minimum or 
discontinue them entirely. This 
condition is illustrated by the ex- 
perience of a shovel manufacturer 
who was carrying 117 different 
types of shovels because the trade 





This article explodes a 
lot of theory, dear to 
the minds of some busi- 
ness men. It brings out 
some points which have 
not had proper pub- 
licity. These points are 
money makers for any- 
one who will accept 
them and put them into 
effect 
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“demanded it.” Upon investigation 
he found that 92 per cent of this 
business was localized in 18 types 
and that the other types could be 
eliminated with only a slight de- 
crease in volume. Simplification 
followed with a surprising decrease 
in production and selling costs and 
an increase in rate of stock turn. 
It has been the experience of many 
wholesalers that they are too often 
impressed with the “demand” of a 
retailer for a special line and, as a 
consequence, their shelves are 
loaded with items which profitably 
could be eliminated. 


Will a High Stock Turn Cure 
All Evils? 


It is hoped that the discussion so 
far has shown the desirability of 
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having a rate of stock turn con- 
sistent with conditions that govern 
any particular line of business. 
Rate of turnover is not a panacea 
for all business evils nor can we 
say that net profits are directly de- 
pendent upon it. It is, however, one 
index of business efficiency and it 
does affect the total expense item. 
We are not always justified in ad- 
vocating a progressive increase in 
rate of turnover, for certain limit- 
ing factors begin to operate after 
a certain point is reached. One 
function of all merchandisers is to 
place economic goods in the hands 
of a consumer when he wants it. 
To make this possible it is neces- 
sary for the wholesaler to buy in 
anticipation of a demand that ma- 
terializes some months in the fu- 
ture. In other words he gives time 
and place utility to goods and for 
this service he receives a percent- 
age of profit. Buying for future 
demands means the tying up of 
capital in stock and holding that 
stock until the seasonal demand ap- 
pears. This tends to decrease the 
rate of turnover, but such a de- 
crease for this cause is necessary 
and justifiable. 


Conclusion 


In summarizing the subject of 
stock turn we have defined this 
term as meaning the actual move- 
ment of merchandise and the fre- 
quency of this movement is: called 
the rate of stock turn or turnover. 
This rate can be computed either by 
dividing the total goods sold at cost 
by the average inventory at cost or 
by dividing the total volume at the 
resale price by the average inven- 
tory at the resale price. Because of 
the mark-up practice in the whole- 
sale trade it is desirable to deter- 
mine the rate of turn on a cost 
basis. The rate of stock turn varies 
considerably according to various 
lines of business and within a given 
line, due to differences in location, 
buying habits of customers and effi- 
ciency of the management and per- 
sonnel. There is a definite relation 
between rate of turn and total ex- 

(Continued on page 131) 














PLANNING 
THE YEAR’S BUSINESS 


OW much money do you ex- 
H pect to make during 1931? 

How much did you make 
during 1930 The first question 
may sound like a foolish one and 
to many dealers the answer to the 
second is just as much of an 
enigma. 

How much money you make dur- 
ing 1931 depends upon many fac- 
tors over which you have no con- 
trol, but it also depends to a very 
large extent on your constructive 
planning of selling and other ac- 
tively to make the year’s operations 
as profitable as they should be, and 
upon your ability to adjust your 
cost of doing business to the antici- 
pated volume of business. Making 
any profit at all may depend upon 
such constructive planning. 


Establish a Sales Quota 


You can’t adjust your cost to suit 
your sales volume, without know- 
ing what the sales volume will be. 
While you cannot determine in ad- 
vance how much you will sell next 


year, you can determine how much 
you will have to sell to break even 
on the basis of your known operat- 
ing costs. How does that figure 
compare with your sales totals for 
the last five years? How does it 
compare with the worst year you 
had during the last ten years? 


Past Experience Your Guide 


On the basis of your experience 
in other years you can estimate 
your reasonable expectancy during 
the year to come. Set a figure at 
which you can make a profit (pref- 
erably a greater profit than you 
made last year) and then let that be 
the goal toward which you work 
during the year. That is your 1931 
sales quota. 


In order to know how you stand 
at any time, it is important to re- 
duce this annual quota to a monthly 
basis. Dividing the annual quota 
by 12 is of course not the way to 
arrive at the monthly quota. Again 
your experience in former years 
will enable you to determine what 
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Table for Determining Sales Quotas for Any Given 
Month of the Year* 


*Courtesy of L. D. Burroughs, Sales Manager, Hall-Neal Furnace Co. 
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This table of composite monthly quotas was compiled by a number 
of furnace salesmen on the basis of the actual experience of dealers in 
different parts of the country 





the ratio to the annual total should 
be for each month of the year. 
When the monthly sales quotas have 
thus been set, you can tell at the 
end of each month what progress 
you are making toward the realiza- 
tion of your annual quota. 


Advertising and Selling Effort 

In setting your quota it will per- 
haps be a good idea to establish a 
figure slightly in excess of what you 
estimate you can do and it should 
be your aim to exceed as much as 
possible the quota for each month, 
to offset the months in which you 
may fall short, nor should you be 
satisfied with merely making your 
quota. All of your efforts should 
be planned and co-ordinated to en- 
able you to exceed the quota figure 
as much as possible. 


In this connection your adver- 
tising and selling effort play an im- 
portant part. Elsewhere in this is- 
sue we discussed the idea of ap- 
propriating a definite sum to be 
spent for advertising and how the 
advertising effort should be co-ordi- 
nated with personal selling to 
achieve its maximum effectiveness. 

It may seem advisable to concen- 
trate advertising somewhat in the 
months when the greatest volume is 
anticipated. On the other hand it 
might prove a better plan to re- 
double the effort during the off sea- 
son so as to utilize to the best ad- 
vantage the fixed overhead of your 
business and to maintain without 
financial burden sales and shop or- 
ganizations. 


Systematize Your Selling 
It is one thing to set a stiff task 
for yourself and quite another to 
carry it out. Yet careful planning 
of your sales effort may enable you 
to increase the effectiveness of your 
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Stock Record Card 
Item 
Grade _ Size__ 
Description _____ oe Sa eet, eae 
Minimum stock __.......-.Maximum stock 
7 a | Pain 7 | Material Material Material Balance 
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A simple form for keeping stock records may enable you to save in 
wasted materials the difference between profit and loss on your year’s 
operations 


selling surprisingly. If you are go- 
ing to get the best possible results 
from your selling effort you will 
not depend upon the leads that drift 
in or chance methods of locating 
prospects. 

A systematic combing of your 
logical market will enable you to 
locate the greatest possible number 
of prospects. This may be done by 
straight house-to-house or telephone 
canvassing which gets results if 
persued persistently, or some alter- 
native method such as making a 
special sales drive on some specialty 
such as humidifiers, heat regulators, 
fans, new register faces, etc. 


Classified Prospect List 


Much time can be saved in can- 
vassing and special sales work if 
you have a carefully classified pros- 
pect list showing the type of heat- 
ing plant and other useful data on 
the age and condition of the heat- 
ing plants. This enables concentra- 
tion on the most logical prospects 
and a more specific solicitation 
based on the known needs of the 
prospect. 

If you do not have a systematic 
record of customers sold, jobs lost 
to competition, jobs on which you 
have done repair work, etc., it will 
pay you to start such a record 
based on the information in your 
own files. Then if you will continu- 
ally work and build on this list you 
will find it a constant source of in- 


spiration for well directed sales 
activity. 

Intelligent, sales management de- 
pends upon intimate knowledge of 
the market you serve. If you em- 
ploy canvassers be sure to train 
them to get as complete and detailed 
information as possible on every 
call. Such information, which 
should include the make, size and 
condition of the heating plant, will 
often suggest to you a possible ave- 
nue of sales approach at a later 
date. 

A market survey is not neces- 
sarily an expensive procedure. You 
can get complete information about 
any portion of your market as you 
need it and much information ean 
be gotten from the coal man and 
similar sources at no expense to 
you. You can employ high school 
boys to canvass sections of the town 
for you, giving them a few cents 
for évery card turned in with the 
name, address and other designated 
information filled out on it. 

Systematic selling will enable 
you to go much farther in the di- 
rection of realizing or exceeding 
your sales quota and will also help 
you in determining how much busi- 
ness you can reasonably expect to 
do. 

Your Accounting System 

Much of what has been said pre- 
supposes the existence of an ade- 
quate system of records which re- 
veals your profits and losses from 
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month to month and shows you how 
they occurred. Proper control and 
planning of your business without 
adequate records is, of course, im- 
possible. Without them you cannot 
properly determine the ratio be- 
tween sales and costs, to maintain 
them in profitable balance at -all 
times. 


If you do not have a cost account- 
ing system it is vital that you in- 
stall one. The system need not, in 
fact should not, be complicated but 
should enable you to know the ex- 
act cost of materials, productive 
labor, overhead and profit on every 
job. Without such a system you 
cannot possibly know in which di- 
rection your business is headed. 


Estimating 

Upon your accurate knowledge 
of costs also depends your ability 
to make price estimates, with full 
assurance of how much profit you 
will realize on every job you handle. 
No matter how expert you may be- 
come in the expeditious handling of 
labor and materials, your price and 
your profit depends upon how much 
these materials and labor cost you. 
It is important therefore to give 
careful study to your method of 
making cost estimates in pricing 
jobs and arriving at your prices 
only on the basis of known cost 
factors. 


Stock and Labor Contrel 


It.is common knowledge that the 
difference between profit and loss 
on any job or, for that matter on 
the entire year’s operations, may 
easily be accounted for in the labor 
and materials wasted out on the job 
or in the shop. While the principles 
of mark-up and turn-over apply no 
less in the heating and sheet metal 
contracting business, the many cost 
factors are not as easy to discern as 
in a mercantile business where 
standard items are passed over the 
counter. 

Unless a system of stock control 
is employed which enables accurate 
determination of all the materials 
which are used on every job, your 
otherwise accurate cost estimate will 
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lead you astray. Not only must an 
accurate record be kept of materials 
used but workmen must be held 
accountable for these materials and 
their efficient and economical use. 
It is not difficult to devise a system 
of stock control which enables not 
only accurate inventories but is a 
means of keeping the cost of each 
job within the figure you estimated. 


Of even greater importance is the 
control of productive labor. One 
of the most difficult problems of the 
sheet metal and warm air heating 
contractor is to keep labor profit- 
ably occupied and to maintain a 
proper division between labor in the 
shop and on the job. No matter 
how much idle time is available, ef- 
fort should be made to conserve 
time spent on any job so that an ex- 
essive amount will not be charged 
to the cost of any job. Only in this 
way can you know how much of the 
labor you are buying is being sold 
at a profit and how much is being 
“left on the shelf” so to speak. 


Sell All Labor 


When labor is thus efficiently 
managed you are in a position to 
find means of putting idle labor to 
work or of adjusting your labor 
outlay to fit more nearly the volume 
of business you are able to secure. 
The preferable method is, of course, 
to keep an efficient organization in- 
tact and to impose upon the sales 
department the burden of keeping 
it profitably occupied. 

In slack times when dealers are 
striving to keep their shop and in- 
stalling crews intact, there is a 
temptation to take work at near 
cost in the frantic effort to meet the 
payroll without loss. This practice 
should be shunned. It may seem 
the expedient course, but it is a 
practice from which once started, it 
is difficult to retreat and tends to 
completely demoralize your nor- 
mally sound price policy. , 

In such an eniergency it is better 
by far to let. your loyal shop em- 
ployes earn their salt by going out 
to sell. In their eagerness to repay 
your loyalty they may surprise you 
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with their sales ability. Here is an 
opportunity to do special canvassing 
on the various heating specialties 
you may sell, as well as the cleaning 
and repair jobs which are always 
available to the dealer who will go 
out and look for them. 


Success Depends Upon Intelli- 
gent Planning 


These are a few of the outstand- 
ing problems in management upon 
which your profits in 1931 depend. 
Obviously they cannot be elaborated 
upon in an article of this kind 
though each of these problems is in 
itself a proper subject for extended 
study. If, however, you will give 
careful thought to every one of 
them and plan your year’s work 
now with careful reference to them, 
you are certain to have a more suc- 
cessful year than by persuance of a 
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You can’t be sure of ar- 
riving at your destina- 
tion unless you are sure 
you are headed in the 
right direction 











haphazard course, waiting for what- 
ever chance or good guessing will 
bring you. 

Such planning gives you a picture 
of the selling job you have ahead 
of you. You can certainly tackle 
the job more intelligently if you. 
know exactly what you've got to do 
and how and when you are going to 
do it. 

The year is apt to be a good year 
for those who strive and plan in- 
telligently to make it so. 





Workman’s Time Report 


(To be filled out and returned at end of each day) 
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I certify time was spent on above jobs as listed. 








To come out on top you have to sell all the labor you buy, and it is 
important to know exactly how much you are giving each customer 
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WHAT! 


No Dealer Cooperation ? 


gum-shoed into conventions, into 

the offices and plants of manu- 
facturers and into the shops and 
offices of the warm air heating deal- 
ers. 

I’ve been after information. Lots 
of information. 

I’ve been trying to get to the bot- 
tom of this “Dealer’s Helps” situa- 
tion. 

It’s a sad case. On one hand the 
manufacturer says—‘I spend good 
money to work out elaborate and 
sound assistance and the dealer 
won't use it.” And the dealer says 
—“That stuff they send me doesn’t 
click. It costs money to use it; 
more money than it’s worth.” 

All in all, it is a sad situation. 

Mr. Dealer, it takes two to make 
a bargain, and one-sided co-opera- 
tion just won’t work. There are 
loads and loads of dealer’s helps 
and co-operations, and they are all 
yours for the asking. Here is a par- 
tial list of what manufacturers are 
offering you to help sell their mer- 
chandise. Window trim, window 
transfers, signs (indoor and out- 
door). Direct to consumer folders, 
direct to consumer letters, news- 
paper ads, cuts for your advertis- 
ing, consumer catalogs, slides, and 
last, but not least, intelligent and 
systematic engineering service. 


| AM a gum-shoe detective. I’ve 





Let’s put our heads together and 
see what these co-operations consist 
of, how and whey they should be 
used. 

First, let us see what we have in 
the nature of window trimming 
equipment. The manufacturers of 
this industry offer their dealers 
many types of window trimming 
equipment, consisting of window 
cut-outs, panels, easels, sticker and 
window strips. Nearly every manu- 
facturer, whether he manufactures 
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Advertising Councillor 


a furnace, or an accessory, has at 
least one type of this equipment for 
your use. The solution of the matter 
is either you do not request this 
class of material, or if you do, you 
forget to use it. Window trimming 
material is expensive material. Put 
it to use. 
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Window displays take many forms. 

Color, size and unusual design are 

all used to get attention. This is a 
display card 


Here is a general idea of the ar- 
ranging the use of this window 
equipment. Wash your windows. 
Cover the window floor with crepe 
paper or buntings of red, blue, yel- 
low, or any bright color. Set up 
attractively the unit or units you 
want the prospect to buy. Then ar- 
range the cut-outs, panels, or easel 
of your window trim so as to at- 
tract the eye. If window strips are 
used, be sure these strips are placed 
high enough so they won’t detract 
from the window itself, yet low 
enough to catch the prospective 
buyer’s eye. Washing the window, 
covering the floor, arranging the 





units and the set-up, you have spent 
only about an hour or two of your 
valuable time, and created some- 
thing that will sell merchandise for 
you. 

Here is a thought: The windows 
are the eyes and mouths of your 
place of business. They look out 
and see a passer-by, a prospect, and 
beckon and call to him or her, say- 
ing, “I am attractive, I have a mes- 
sage for you of health, happiness 
and comfort. Come in! Buy!” 

If your windows do this, they pay 
for themselves. It is well to remem- 
ber that part of your rent, in some 
cases about a third of it, is repre- 
sented in your window. Put it to 
work! The manufacturers in your 
industry will help you! 

To impress you with the true 
value of window trimming equip- 
ment and windows, let’s glance at a 
few figures from other industries 
and fields. On the first of January, 
1930, a certain cigarette company 
paid two dollars and fifteen cents 
per set for a large enough quantity 
of window trimming to be placed in 
practically every worth-while drug 
store in forty-four states. In round 
figures, the expenditure for this 





This is a large, three-piece, display 
designed to show a furnace against 
an attention-attracting background 


equipment represented about one 
million dollars. A cosmetic com- 
pany had designed for use during 
1930 a window trimming set cost- 
ing over nine dollars and fifty cents 
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per set. An automobile heater com- 
pany purchased for distribution in 
garages and service stations, a panel 
type window trimming set costing 
them a little over three dollars per 
set. 

These are facts on which to gov- 
ern your action. They are facts ob- 
tained from successful manufactur- 
ers who make successful dealers. 
Garages, service stations, drug 
stores, beauty parlors which co- 
operated with their manufacturers 
cashed in on the merchandising ef- 
forts offered by the manufacturers 
whose product they sell. It will pay 
you well to follow their actions. 

Through the courtesy of a num- 
ber of manufacturers, we have illus- 
trated this article with typical win- 
dow trims which are available. You 
will note that all of these tell the 
prospect the idea of better heated 
homes. They stress health, happi- 
ness, ease in operation, low fuel 
consumption and comfort before the 
prospective buyer in a most em- 
phatic manner. 

Among the reproductions illus- 
trated in this article we have shown 

















A clean, Hom e 
less Care 














This is a direct mail booklet. Color, 
arrangement and attention - com- 
pelling text combine to give the 
prospect something to think about 


one window trim which has as its 
subject, “Ridding yourself of the 
IMPS of heating dissatisfaction.” 
The window trim, the newspaper 
ads, and consumer folders all tied 
together giving the same thought. 
Can you see how this links the 
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thought of heating to your place of 
business? Can you see why a pas- 
ser-by who stops to look at your 
window and sees your newspaper 
ad and receives one of these folders 
will be interested in the unit you 
have to sell? 


Talk the matter over with your 
manufacturer. Get his co-opera- 
tion. Change your window displays 
as often as possible, but be careful 
that at all times, all equipment is 
clean and attractive to the eye. 

Now, to take the matter of direct- 
by-mail material. The manufactur- 
ers of this industry offer direct-by- 
mail folders to the consumer; di- 
rect-by-mail letters for the con- 
sumer; ¢onsumer catalogs for 
mailing. Let me call this to 
your attention immediately. Such 
folders, circulars, catalogs, letters 
supplied by manufacturers to deal- 
ers are created by advertising and 
merchandising men of high type. 
Many manufacturers have their ad- 
vertising produced through an ad- 
vertising agency. Advertising agen- 
cies are a group of merchandising 
and copy men who analyze the field 
from the dealer angle as well as the 
consumer angle. They place before 
the manufacturer plans which they 
feel will increase business through 
consumer use. So, when you use a 
piece of direct-by-mail matter, a 
folder or catalog, you can rest as- 
sured that it carries the appeal 
which will make a consumer of 
warm air heating units a buyer. 

Some manufacturers supply this 
material without cost, others charge 
a small shipping fee. In most cases, 
manufacturers charge for the print- 
ing of your name, address, phone 
number, and so forth, on these 
folders. 

Speaking of printing folders, let 
me give you a thought. During the 
past few months, I have picked up 
folders in various dealer shops and 
find that too many dealers use rub- 
ber stamps. Here is a piece of ad- 
vice. Throw away your rubber 
stamp and pay a couple of dollars 
for printing. Rubber stamps look 
messy, do not conform with the 
type matter in the folders or circu- 
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lars, and last, but most important, 
give a very poor impression to the 
person who receives them. A rub- 
ber stamp does not carry the stamp 
of authority. It looks as if you are 
only a sub-agent and not a part of 
a great institution marketing a 
worth-while unit. 

Now, for the distribution of these 
folders and direct-by-mail matter. 
Passing folders, catalogs and other 
matter out of the place of business 
is all right, but it is too slow and 
the volume is not there. Take down 








This is another folder. This par- 
ticular piece has five colors on the 
cover 


your telephone book. You are ac- 
quainted in this town or city. Check 
it over and make a list of home 
owners, of people who can use a 
warm air heating unit or a warm 
air heating accessory. Also, watch 
your newspapers for building per- 
mits and the like. 

Work your mailing list up as 
large as you desire. But, regard- 
less of its size, be sure that you get 
the right type of prospect. Then 
work out a systematic mailing. Try 
to see that the prospect receives 
three pieces of this direct-by-mail 
matter. You will find that some 
manufacturers mail direct from 
their factory, while others ask that 
you do this mailing. Whichever way 
it is handled, be sure that the pros- 
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pect receives at least three pieces of 
this mail matter. 

It is highly important that you 
keep track of every prospect who 
enters your store. Be sure that vou 
get his name, address and telephone 
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Outdoor signs placed on the job 
are always valuable. This is a 
typical sign 


number and place him on the mail- 
ing list immediately. You will find 
that folders, catalogs, direct-by- 
mail matter of all types are most 
effective forms of advertising mat- 
ter in the warm air heating indus- 
try. Use it. 

It is important to remember that 
an inquiry from a folder or direct- 
by-mail piece should be followed up 
immediately. A prospect who has 
inquired may not be ready to buy 
immediately, but if you get in your 
sales talk when he is interested, you 
will have a much better chance of 
selling him than you will have if 
you wait a month or two after the 
inquiry is received. Merchandising 
is a matter of action, and you must 
put your own action behind the co- 
operation offered by the manufac- 
turer. 

Now, the matter of signs. My 
gum shoeing brought out that prac- 
tically 98 per cent of the furnace 
manufacturers and 45 to 50 per cent 
of the accessory manufacturers sup- 
ply installation signs. These signs 
are of all varieites—metal, wood, 
parafine paper and fabric. They 
are for use when installing a new 
furnace or a unit ina home. Some 
manufacturers have even gone so 
far as to supply posts with these 
signs for erection in the yard of the 
home or building in which the unit 
is being installed. Others recom- 
mend that they be tacked to the 
side of the building while the in- 
stallation work is being done. Oth- 
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ers recommend that the shipping 
case or container be left at the out- 
side of the building with this sign 
or signs attached. 

Whatever process is recom- 
mended by the manufacturer should 
be used, but by all means, on every 
job have at least one or two instal- 
lation signs erected prominently so 
that the neighbor or passer-by 
knows that you are doing work in 
installing a heating unit that -will 
bring him satisfaction. Be sure 
that the installation sign used by 
you bears your name, address, 
‘phone number and possibly a slo- 
gan about your business. You will 
find that the manufacturer will 
gladly assist you in writing any 
slogan that you desire to put on this 
type of sign. 

The appeal of installation signs 
is simple. It tells the passer-by that 
you know your business, and that 
you are installing a quality unit for 
Mr. Jones, Mr. Smith or Mr. 
Brown. The prospect’s reaction is, 
what is good enough for Mr. Smith, 
Jones or Brown certainly ought 
to interest me. I'll investigate. You 
will find that installation signs are 
economical, for they can be exhib- 
ited and put to work without any 
space charge. 

Now, let’s go to the one form of 


This Furnace Was Cleaned by the 


SUPER SERVICE 
SYSTEM 


{ Your name and address here) 





Another job sign which attracts 
neighbors 


advertising in the warm air heating 
industry which is the most cussed, 
discussed and in some cases, dis- 
gusting, of all forms of advertising 
used. That form of advertising 
known as newspaper. My investi- 
gation shows that manufacturers 
handle newspaper advertising with 
dealers in several ways. 

Some manufacturers allow the 
use of so much space paid by them 
as based on the purchase of units, 
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others, work on a fifty-fifty basis. 
The manufacturer pays for half the 
advertising, the other half paid by 
the dealer, while others have other 
forms of co-operation on newspaper 
advertising. 

In most cases, the manufacturer 
is always glad to supply plates for 
newspaper use. Ads supplied by 
the manufacturer are usually those 
prepared by an advertising agency 
which has surveyed the field and 
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Remarkable New ~ 
ROUND OAK 
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BOILER-PLATE 
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Direct mail takes many forms. 
One thing it must do is attract 
attention. Here is a booklet cover 


chosen the strongest points of the 
unit and what type of service the 
consumer desires. Each manu- 
facturer, of course, has his own ap- 
peal, and it is well at this point to 
say that most of them have put over 
their story very effectively. 

Newspaper advertising will help 
you. First, it will build prestige 
for you. It will put you on the 
same plane as the automobile dealer, 
the department store and the many 
other advertisers and business men 
of your town or city. Just the other 
day, a dealer at one of the conven- 
tions said, “We used newspaper 
advertising and did not find it ef- 
fective. We received very few tele- 
phone calls and very few people 
came in.” This, no doubt, is true, 
but after analyzing the type of copy 
he ran, let us see if he could expect 
a raft of telephone calls and pro- 
spective customers. 

In the first place, no special offer 
was made, no sale price offered, in 
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fact, no price was shown. The ad 
was a general publicity one. It sold 
warm air heating, it sold a unit 
which would supply satisfaction 
service to the buyer, and, it sold the 
prestige of that dealer. That is the 
reason he did not get many tele- 
phone calls, or attract large num- 
gers of prospects to his store. But 
you can bet your last dollar that 
those ads paid for themselves in 
the prestige they brought that 
dealer. , 

Here is a bit of advice. Talk 
over newspaper advertising with 
the traveler who represents the man- 
ufacturer whose merchandise you 
are selling. Acquaint yourself with 
the form of co-operation the manu- 
fucturer gives you on this type of 
advertising. Investigate their sell- 
ing angle through these ads. Then 
you will know better what to expect 
from them. 

Under the heading of newspaper 
advertising might be classed the 
supplying of cuts for your use when 
you desire to advertise regularly in 
our local newspaper, using your 
own ads, selling your own service 
and own company. 


WHY? 


have your 
furnace cleaned 


HERE ARE THE REASONS: 
often + pe — accumula- 
; s@ tions of soot. Why risk your 
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home? 
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Newspaper advertising is expen- 

sive. It must get results. Help 

from the manufacturer’s advertis- 

ing department will pay well every 
time 
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If you are using this type of ad- 
vertising, talk the campaign over 
with the manufacturer. Most man- 
ufacturers have an advertising de- 
partment which will readily and 
gladly assist you in preparing ads 
for your use. Get the service of an 





Manufacturers go so far as to out- 

line complete selling campaigns. 

This is the cover of one on fur- 
nace cleaning 


advertising man of that manufac- 
turer without cost, and you will get 
better results from your newspaper 
advertising. 

Let’s look into the engineering 
service offered by the manufacturer 
for a minute. Every manufacturer 
wants the user of his unit to be 
satisfied and to be a booster. We 
all know that some installations re- 
quire engineering advice. Some- 
times this is caused by unusual 
construction, sometimes by the re- 
quirements of the user. 


Whatever these may be, the man- 
ufacturer is always ready to put at 
least one engineer on the job and 
work out the details to everybody’s 
satisfaction. I know of one case 
where fifteen different plans and 
suggestions were sent to a dealer on 
one job. The actual cost of pro- 
ducing these prints and working out 
the correct installation exceeded the 
possible profit to the manufacturer, 
on the unit, by some 20 to 30 per 
cent. Why did they do this? Be- 
cause it was real advertising. It 
was an unusual job put in an un- 
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usual fashion, and the satisfied 
owner said: “It’s the greatest prod- 
uct ever made to heat a building.” 

Doctors hold consultations, busi- 
ness executives hold conferences, 
the President has his Cabinet. All 
of these are for just one reason, to 
get the answer to their problem and 
get it right. By the engineering 
service offered by manufacturers, 
you as a dealer, are in a position 
to install a heating plant and sys- 
tem with the knowledge that it will 
perform correctly under all condi- 
tions, usual and unusual. Do not 
miss the opportunity of conferring 
with the engineers and the manu- 
facturers whose units you sell. It 
is good advertising, good merchan- 
dising and proves profitable to you. 

Too many dealers say “there 
Ain’t no competition as keen as in 
the warm air heating industry, and 
there Ain’t no dealer co-operation 
or help from the manufacturer.” 
The Warm Air Heating Industry, 
the manufacturers, dealers and con- 
sumers are no different than in any 
other industry. 

The manufacturers want to do 
everything they can to co-operate 
and make you more profit and your 
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A sample page from a manual on 

canvassing. Any dealer can get 

much needed help from such 
literature 


selling easier. They’ve got to do 
this to make any money themselves. 
As a dealer hold up your end of 
the load. 
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THE SALES CONTEST IS THE 
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SALES: CONTEST 


NY company that depends on 
A specialty salesmen to put its 
products in the hands of the 
ultimate consumer should not fail 
to employ the best Result-Getter 
that has yet been devised—SALES 
CONTEST. 

That does not mean that every 
contest that has ever been held has 
been a success; but if all sales con- 
tests were properly designed and 
cleverly executed they would never 
fail, provided they were not over- 
done. Of course, the campaign 
manager must know his job and 
understand the retail salesman’s 
problems, or the best designed cam- 
paign will turn into a dismal failure. 

Specialty salesmen are the same 


the world over, no matter whether 
they are selling sewing machines, 
heating plants, ice machines, oil 
burners, or any other object that 
requires ONE MAN TO ASK 
ANOTHER MAN TO COM- 
PLETE THE SALE. They all 
take their job to be a game, and 
nothing gives them a greater thrill 
than the landing of an order that 
was hard to get. 

Most of these men crave excite- 
ment. The problem of the sales 
manager is to give them excitement 
that will stimulate their efforts 
along productive lines. There isn’t 
a salesman living who doesn’t real- 
ize that if he didn’t waste so much 
of his time, he would make a lot 


i 
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By SID HARVEY 


Electrol, Inc. 


more money. However, a sales 
manager can talk his head off to his 
men about the large amount of 
money they could make if they 
worked harder, but that alone will 
not make them take their job more 
seriously. 

On the other hand, offer them 
prizes that they can use and would 
like to have, and they will go out 
and work their heads off. A sales- 
man will strive harder to build up 
a sales record when working for a 
prize, however small, than when 
working only for commissions. You 
can’t go into the home of a special- 
ty salesman without his pointing 
with pride to some article in it that 
he won in a sales contest. 
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BEST WAY TO STIMULATE SALES 
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Each salesman had a plane whose daily progress was charted on the big flying field shown here. As sales mounted the 
plane rose higher until the salesman became an ACE. Progress was reported daily 


Electrol Incorporated, manufac- 
turers of the Electrol Oil Burner, 
have discovered the value of nation- 
al sales contests, and by their use 
have shown a decided sales increase 
so far during 1930. 

The latest sales contest held by 
Electrol Incorporated was called the 
Electrol Air Derby. It lasted for 
six weeks, starting the 15th of June 
and ending the 31st of July. July 
is considered one of the lean months 
in the oil burner industry, but it 
was not a lean month for Electrol 
Incorporated. The results of this 
contest exceeded the expectations of 
the officials of the company by a 
goodly amount. An increase of 47 
per cent in factory shipments for 
the month of July was the result 
of this campaign, and, coming at the 
time of the year when a decided 
increase in business was not expect- 
ed, definitely proved that this cam- 


paign was a success. 

The name of this campaign tied 
in very nicely with the public inter- 
est in aviation. Each salesman who 
participated in the campaign was 
called an Electrol pilot. A large 
broadside, showing the Electrol avi- 
ation field, along with the rules of 
the contest, was sent to every sales- 
man, announcing the campaign. The 
rules quoted the amount of altitude 
credits that would be awarded for 
each Electrol Oil Burner sold. En- 
closed with the announcement was 
a postal that the salesman filled out 
and mailed in to contest headquar- 
ters, stating his desire to enter the 
contest. 

A letter was sent to each sales- 
man who registered, wishing him 
success, and further explaining the 
contest. Enclosed with this letter 
was a small cardboard cutout of an 
airplane with the salesman’s name 


on it. At the same time the letter 
was sent, an attractive prize book 
was sent to each salesman, picturing 
the prizes offered and the credits 
required for each item, to his home 
address. The prizes shown in this 
prize book were of the finest money 
could buy, and, of course, aroused 
the interest of both the salesman 
and his wife, because there were 
prizes for men, women, children, 
and articles for the home. 

The little airplanes were mounted 
on the broadside of the Electrol air- 
port, and they gained altitude for 
every sale made by the salesmen. 
The first order turned in for credit 
qualified the salesman as a private 
pilot. When this first order arrived, 
the contest manager acknowledged 
it with a letter congratulating him, 
and enclosing a private’s license 
that was filled out in the salesman’s 
name. 
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Additional “pep” was instilled through mimeographed salesman’s letters 
illustrated with drawings such as this 


When a salesman sent in his 
fourth order, another letter was sent 
him, together with a blue seal, 
which indicated that he had attained 
the rating of commercial pilot. This 
letter again congratulated the sales- 
man and urged him to attain even 
higher honors. 

The same procedure was followed 
when a man turned in his ninth 
burner sale, this time enclosing a 
red seal, to be attached to his license, 
indicating that he had made the 
grade of transport pilot. 

The highest honor was the grade 
known as the Electrol Ace. A sales- 
man received this honor when he 
had fifteen burner sales. At this 
time a gold seal was sent him, with 
a letter advising him that he would 
soon receive an Electrol Ace lighter 
engraved with his initials. These 
Ace lighters were awarded in addi- 
tion to the regular prizes, and in no 
way deducted from the credits that 
he had won. These lighters were 
Gold Romsen lighters of the best 
grade. 

Fifteen burners in six weeks of a 
dull period is a good record for any 
oil burner salesman to make, but 
even with the high quota set for 
this Electrol Ace award, twenty- 
one men won Electrol Ace lighters. 
This was over twice the number that 
had been expected to win this 
award. If you happened to meet 
any one of them, he would offer you 
a light with his lighter, and then 
proceed to tell you how he had 
won it. 

There was no first or second 


prize offered to the salesman who 
stood the highest. This put each 
salesman in a class by himself and 
therefore his prizes were in no way 
affected by the results of other 
salesmen. 

There were, however, first and 
second prizes offered to the offices 
that stood first and second in the 
contest. These were only honorary 
prizes. The first prize awarded to 
the winning office was an Electrol 
Trophy Cup. This cup was appro- 
priately engraved and it listed the 
names and the honors won by the 
salesmen working in that office. The 
winning office was the Oil Burner 
Division of the Potomac Electric 
Co., in Washington, D. C. That 
office sold 105 Electrol Oil Burners, 
totaling $59,944.69, with seven sales- 
men. Three of the seven won the 
honor of an Electrol Ace. The of- 
fice had an average of fifteen bur- 
ners per man for their entire sales 
force, which is a much higher aver- 
age than any office of the same size 
had accomplished in any six-week 
period. 

The second prize was the Electrol 
Runner-Up Plaque. This prize also 
had appropriate engraving on it 
similar to the engraving on the Elec- 
trol Trophy Cup. It was awarded 
to the Electrol Sales Company of 
Minneapolis. This office sold nine- 
ty-five Electrol burners, totaling 
$47,335.29 in sales volume. Al- 
though the offices winning first and 
second prizes did break all records, 
there were records broken by nearly 
every other office. 
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The individual salesman whose 
little airplane attained the highest 
altitude was not a member of either 
of the winning offices. This 
man’s record was spectacular. He 
sold thirty-nine Electrol Oil Burn- 
ers, totaling $31,485.00 in sales vol- 
ume. His commissions alone a- 
mounted to over $3000.00 for his 
six weeks effort. The biggest prize 
that he won was his commission, 
but it was the $200.00 worth of 
prizes that he won that produced 
these wonderful results. 

The figures compiled at the close 
of the Electrol Air Derby disclosed 
that 130 salesmen took part and won 
prizes valued at nearly $5000.00. 
These 130 men sold $595,441.45 


worth of Electrol Oil Burner instal- 


lations in six weeks of the dull sea- 
son of the year. The average price 
of $650.04 per burner proved that 
they held to their prices in good 
shape. The average volume sold 
by each man was $4550.28, giving 
a total of $455.03 as the average 
amount of commission paid to each 
man for his efforts during this cam- 
paign. 

The splendid showing made by 
the salesmen gives some very con- 
crete reasons why sales contests 


pay. 
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Competition was stimulated by 
mimeographed standings sent ont 
in this form 
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GRAVITY EXHAUST 
VENTILATION 

















Garage Ventilation Is a Good Field 
For Your Selling Effort 


NE of the points that I have 
QO tried to bring out both in my 

articles on ventilation and 
my articles on overhead has been 
the fact that adverse business con- 
ditions should be met with better 
merchandising methods and _ not 
with price cutting. From the stand- 
point of the trade as a whole, the 
most valuable phase of better mer- 
chandising lies in the finding or 
creating of new markets. 

Perhaps the least developed of 
the potential markets of sheet metal 
work is the field of ventilation. 
Every season of the year presents 
ventilating possibilities unrealized 
by the owner and neglected by the 
contractor. 

One of these opportunities which 
the present season of colder weath- 
er with the closing of doors pre- 
sents is garage ventilation. In the 
city of Indianapolis alone there are 
listed two hundred and forty public 
garages. This does not include ga- 
rages listed under other headings 
such as service stations, automobile 
agencies, etc. Every town of any 
consequence has a number of ga- 
rages, some of which have an acute 
ventilating problem in which some 
person or persons are intensely in- 
terested. 


In speaking of garage ventilation 


I refer to the public garage and not 
the private garage. It is true that 
there are many deaths in private 





Paul R. Jordan and Company, Indian- 
apolis, Indiana. 


By PAUL R. JORDAN* 


garages due to the inhaling of car- 
bon monoxide gas thrown off by 
running motors. The private ga- 
rage is usually a small affair as to 
cubic contents and it is not possible 
to design a practical system of ven- 
tilation which could be depended 
upon to remove fumes as fast as 


they are exhausted from a running 
motor. Furthermore, there is no 
reason why motors should be run- 
ning in a private garage with the 
doors closed. The only solution for 
the private garage problem is to 
educate drivers not to start their 
motors until the doors are open, 
and not to close the doors until the 
motor is shut off. 


TYPICAL GARAGE LAYOUT FOR FLUE INSTALLATION 


71 ae FAN VENTILATOR 
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Where poisonous gases are encountered, the ventilator should be hooked into 
a duct, or a duct system, which takes the air from floor level. These gases, 
being heavier than air, lie against the floor 
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The public garage presents an 
entirely different problem. It has a 
high ceiling, wide aisles and ample 
floor space. If it has stored within 
it one hundred cars it is not likely 
that more than two or three of these 
will have their motors running at 
any one time. However, there are 
mechanics working all the time and 
in cold weather they want to keep 
the doors closed as much as possi- 
ble. In this case it is not the cus- 
tomer nor the owner for whom the 
ventilation is needed; it is the me- 
chanic or workman who has to 
spend all of his working day inside. 

There are two kinds of gas 
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not too much carbon; in other 
words you have to have two atoms 
of oxygen readily available to unite 
with every single atom of carbon. 
If you do not have this, then part 
of the carbon atoms unite with only 
one atom of oxygen, giving you car- 
bon monoxide. This later condition 
comes about when you have a rich 
mixture, which means too much gas 
and not enough air, or in other 
words, not enough oxygen. 

Carbon dioxide, a gas which you 
get from a good mixture, is not 
deadly poisonous, but it is irritating 
and it seems to develop splitting 
headaches among workers who must 


TYPICAL GARAGE LAYOUT FOR OPEN ROOF INSTALLATION 
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Where heat removal only is necessary, a roof ventilator, without ducts, will 
carry off the heat. But such a system cannot be used where motors are run 
in a closed building 


thrown off by the exhaust in great 
enough quantity to force consider- 
ation. One of these, carbon dioxide, 
is the result of good combustion of 
a good mixture. The other gas, car- 
bon monoxide, is the result of poor 
combustion of a mixture that is too 
rich. A good mixture on combus- 
tion will unite two atoms of oxygen 
with one atom of carbon, giving us 
COs, or carbon dioxide. In order 
to get this good combustion you 
must have plenty of oxygen and 


be in it hour after hour and day 
after day. While not as vicious as 
carbon monoxide, it is really the 
gas which forces attention in garage 
ventilation. It is a heavier -than-air 
gas, weighing 1.53 as compared with 
air at equal temperature. As it 
comes from the exhaust, mixed 
with unburned carbon, it is blue 
and opaque and is readily discern- 
ible in the atmosphere. 

Carbon monoxide, made up of 
equal parts of carbon and oxygen 
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by atoms, is a more vicious gas. It 
is the result of a rich mixture which 
you have when tuning up motors 
and adjusting carburetors, or which 
you have when using the choke or 
in using a rich mixture for cold 
weather. This gas is very close to 
the same weight as air at an equal 
temperature, being just a shade 
lighter than air (0.97, to be exact). 
It is practically colorless and is not 
discernible in the atmosphere. It is 
this gas that is responsible for the 
numerous deaths by asphyxiation. 
There is one fortunate element 
in this situation as far as ventilation 
is concerned. The various gases 
are thrown off together and are 
easily detected. They come out of 
the exhaust well diffused, so that 
if you ventilate for the discernible 
gases you are at the same time tak- 
ing care of the carbon monoxide. 
Inasmuch as these other gases in ex- 
cess make themselves known by irri- 


_tating qualities and by smoking up 


the air, it is a comparatively simple 
matter to know whether or not your 
ventilation is adequate. 

From a ventilation standpoint it 
would be all right to take the ex- 
haust from over-head. However, the 
heating problem is very acute in 
garages due to the fact that opening 
and closing of doors puts great 
quantities of cold air on the floors. 
The fact that some of the mechanics 
are working on the floor makes it 
desirable to keep the floors as warm 
as possible. If the garage is used 
for storage purposes only, gravity 
ventilators opening from the ceil- 
ing upward are reasonably satisfac- 
tory. If, however, mechanics are at 
work on cars, it is necessary to take 
the exhaust from the floor. 

If the exhaust is taken from the 
floor it is usually necessary to run 
a duct down to within a few inches 
of the floor and on the upper end 
of the duct attach a fan ventilator. 
This gives a very good layout, es- 
pecially as a door in the flue at the 
ceiling line, opened in the summer 
time, will take out heat as well as 
gases. With the door closed in win- 
ter, cold air will be exhausted from 
the floor, helping the heating sys- 
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tem and at the same time keeping 
the air changed so as to dilute the 
exhausted gases enough to make 
them inoffensive. 

In installing the flue, care must be 
taken to conserve free area at the 
floor line at least equal to that of 
the total flue area. For instance, a 
24-inch round flue having approxi- 
mately 452 square inches of area 
will have to be raised up at least 
six inches above the floor if it is 
free to take air from all directions. 
If it is backed up against a wall or 
post which would cut off air from 
a portion of it, it must be raised 
proportionately higher. 

Inasmuch as the column of air 
inside the flue is cold, and in addi- 
tion the carbon dioxide gas is a 
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heavier-than-air gas, a gravity ven- 
tilator will have a hard time fur- 
nishing the necessary pull. I know 
of some gravity ventilators that are 
giving results satisfactory to the 
owners, but I, myself, feel safer 
with a fan installation on a garage 
where flues are used. If a fan is 
not used under these circumstances 
a rotary should be used. 

If there are to be no flues used, 
in other words, if the ventilators 
can open directly from the roof into 
the room, then rotary ventilators 
without fans will be very: satisfac- 
tory; even stationary ventilators 
may answer, although I always feel 
safer with a rotary where no fan 
is being used. 

As to the number and size of 
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ventilators, I give in my table of 
recommended air changes for re- 
pair garages from ten to twenty 
changes per hour; for storage ga- 
rages, six to twelve changes per 
hour. For storage garages with re- 
pair floors, eight to ten changes per 
hour will take care of it. The en- 
gineering service which the ventila- 
tor manufacturer makes available 
to you will come in handy. 

Garage ventilation is more acute 
th winter than in summer on ac- 
count of the closed doors. Also 
fusnes are more vicious during win- 
ter because gasoline mixtures are 
richer. You will find the garage 
owner much interested in garage 
ventilation at this time of year. It 
will pay you to hunt him up. 
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BOCK SELLS METAL 
CEILINGS 
(Continued from page 115) 
possess characteristics which make 
it adaptable to many types of con- 
struction. What it needs is enough 
sales effort to overcome prejudice 
and once this prejudice is overcome 
the material has so many good quali- 
ties that a sale is pretty certain. I 
have been making a nice living do- 
ing nothing else but metal ceiling 
and sidewall contracting for many 
years and what I can do a great 
many others ought to be able to du- 

plicate. 

“The field is certainly not as com- 
petitive as many others and the 
profits are splendid. For any con- 
tractor who has sales ability and 
courage to apply it, the metal ceil- 
ing offers a splendid field for ac- 
tivity.” 


TURNOVER INCREASES 
PROFITS 
(Continued from page 118) 
penses as well as certain individual 
expense items. There is a tendency 
for total expense to decrease with 
an increase of stock turn. Interest 
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charges responds most quickly while 
sales remuneration is least respon- 
sive. 

In general, each item sold 
should carry a mark-up greater 
than the average cost of doing busi- 
ness unless the merchandiser has 
proof of a lower selling expense or 
because competition makes it un- 
avoidable. The reason for this is 
that the practice of allowing profit- 
able lines to carry unprofitable lines 
is pernicious if allowed to go too 
far. 

As we have stated before, turn- 
over is a willing and valuable aid in 
the fight for satisfactory net profits ; 
it will reduce total expenses and as- 
sist in raising the efficiency of the 
personnel, but like all valuable 
tools, it can be over-utilized as well 
as under-utilized. 


BUILD BUSINESS WITH 
LETTERS 
(Continued from. page 85) 
important part of the sales mes- 

sage. 

Study, in fact, analyze, every 
paragraph of your letter. Forget 
for a moment that you wrote it. 
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place yourself in the chair of the 
reader and see what effect it has 
upon you. Get the other fellow’s 
viewpoint and then if it satisfies 
you—“go to it!” 

If we will always keep in mind 
the personal element and realize 
that your prospect is more inter- 
ested in himself, his needs and his 
desires than in the things you sell, 
you are going to write your letter 
accordingly and get a ready listener. 

Have your sales letters pass 
through the four stages of Atten- 
tion, Interest, Desire and Action. 
Write into your first sentence or 
paragraph from the viewpoint, 
needs or wants of the prospect and 
thus gain his interest and attention. 
Instead of placing some of that mail 
you receive daily in the waste bas- 
ket, keep it and study it. Many of 
the country’s most successful letter 
writers are sending you an educa- 
tion in the art of letter writing if 
you only knew it. Try to get into 
the habit of studying the openings 
of the letters and circulars you re- 
ceive ; you'll find that many of them 
follow the practices and principles 
outlined. 





We are omitting our usual Pattern, Association Activities, Notes and Queries, 
and News Item sections in this issue in order to publish as many feature articies 
as possible. These sections will again be run in the January 5 issue 
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ARMSTRONG BOILER PLATE FURNACES 


Are Distributed By 


Bunten Sales Company.......................... 5419 Market Street, Philadelphia 
Central Heating & Mfg. ‘Co...............--.... 1123 West 37th Street, Chicago 
Consumers’ Plumbing Supply Co............. 5715 Euclid Avenue, Cleveland 
Fraser-Johnston Company......... ....525 Sixth Street, San Francisco 
Heating Supply Company...................... 101 E. Lacock Street, Pittsburgh 
Bs Be IN W oa sovciscanccnsstenckanesssesnnnccd 507 Fitch Street, Elmira, New York 
Inland Supply Company........................ 4630 West Augusta St., Chicago 
Inland Supply Company. hes Champaign, Illinois 
Inland Supply Company.. ‘ Danville, Illinois 
NAMED PID SUID S00 casacicnsnnssanctsoncatonscesunannceeesabusceeenl Elgin, Illinois 







































































<r Inland Supply Company................ Hammond, Indiana 
Inland Supply Company es Joliet, Iinois 
Iowa Supply Company... Ottumwa, Iowa 
Inland-Peoria Supply Co...........<<.<cccccecccosecoesens -Peoria, Illinois 
Yelton-Weaver Supply Company Springfield, Illinois 
Janney-Semple-Hill & Company............... Mi polis 
BGELOr TENOR. CONDO. «0 cncsscccsnecsesscccceecscssevessese Cleveland 
Lawson-Darroch Company.................... 1008 Sycamore Street, Cincinnati 
Manufacturers’ Distributing Co................... 325 Penn Avenue, Pittsburgh 
A. Y. McDonald Mfg. Co : 2162 Market Street, Denver 
A. Y. McDonald Mfg. Co..............- Des Moines, Iowa 
A. Yi MeDomald Mig. CO ...0.-..<ccrcsccecsseese Dubuque, Iowa 
hc Wc MR IG CoD iivveven ccs cncstepecescssscescecenstoscaces Kansas City, Missouri 
A. Y. McDonald Mfg. Co....................... Lincoln, Nebraska 
A. Y. McDonald Mfg. Co................. 1201 Dodge Street, Omaha, Nebraska 
A. Y. McDonald Mfg. Co... Sioux City, Iowa 
Ohio Metal & Mfg. Company...................... 337 East Fifth Street, Dayton 
The Prichard Company................. Frostburg, Maryland 
Rhodes Mfg. Company.......... 350 Division Ave., Grand Rapids, Michigan . 
Rose Bros. Company........ 1400 Harrison Avenue, Cincinnati 
Simmons Hardware Company................------ St. Louis 
Stockhoff Supply Co...................------ssese 107 North Main Street, St. Louis 
Grant Totten Furnace Compan Canton, Ohio 





y. 
Tracy-Wells Company.............. 175 North Front Street, Columbus, Ohio 
Wallace Supply Company....3209 Thompson Ave., Fort Wayne, Indiana 
Waverly Heating Supply Co... 52 Union Street, Boston 
Wyeth Hardware Company.............-....-::e-cssecceseseees St. Joseph, Missouri 
Youngstown Furnace Company..630 Marshall Street, Youngstown, Ohio 
Chandler Pump Company............... Cedar Rapids, Iowa 
Egyptian Supply Company Christopher, Illinois 


ARMSTRONG FURNACE COMPANY, Columbus, Ohio 






























Note the massive, 
durable construction 
of the boiler and 
radiator. Down draft 
combustion provides 
for thorough com- 
bustion of fuel gases 
eliminating soot and 
smoke. 





When You Become 
a PEERLESS Dealer= 


HERE can be only one Peerless furnace 
with the quality features we have built into 
its design. 


When you have been When you have satisfied 
selected as the Peerless yourself as to the superior 
dealer because of your merit of the Peerless line 
ability to render the kind  —boiler plate and cast— 
of heating service Peer- and have decided to sell 
less calls for, you get the  "O0thing but quality heat- 


. ing service, a Peerless 
advantage of a tried and representative will make 


proved merchandising 2 ‘market survey of the 
plan to sell Peerless heat- = community you serve and 
ing service to the home _ put the Peerless Merchan- 
owners of your commu- dising plan at your dis- 
nity. posal. 


Have you the Right furnace line? 


Write for details on the complete 
Peerless line and merchandising plan. 


The PEERLESS FOUNDRY Co. 


Warehouse, INDIANAPOLIS, INDIANA Bailey-Farrel Mfg. Co., 


Youngstown, Where Steel Furnaces Have Been Built for Warehouse Distributors 
Ohie 63 Years at Pittsburgh, Pa. 





























Peerless Riveted Boiler 





Plate Farnace. 






Mention AMERICAN ARTISAN in your reply—Thank you! 
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THE NEW ROBINSON 1931 MODEL 
COAL 
FURNACE 


C= 





E realize gas, 

as fuel, is be- 
coming very popu- 
lar. Therefore, we 
have made gas 
burners standard 
equipment on this 
new modei. This 
is a heavier and 
better furnace. Ex- 
tra heavy collar. 
All steel except 
doors, waterpan 
and grates. Large 
fire and ash door, 
waist high grate 
shaker, automatic 
direct draft damper 
control. 





THE ROBINSON FORC-AIR GAS FURNACE 
EQUIPPED with 


the famous | 
ROBINSON HEAT 
DISTRIBUTOR 
Last word in fore- 
air heating and ven- 
tilating. Is entirely 
automatic in opera- 
tion. The starting 
of the fan—lighting 
and shutting off of 
gas—time of burn- 
ing—amount of gas 
consumed, and com- 
plete operation is 
entirely controlled 
by a thermostat 
placed in one of the 
rooms to be heated. 
After the thermostat 
is set for a definite 
temperature, just 
enough gas is con- 
sumed to keep the 
temperature the de- 
sired degree. Tested 
and approved by 
American Gas Asso- 
ciation. 


ROBINSON EVERYDUTY PORTABLE FAN 
for that hard to heat room 


UCKS warm air from the furnace and 

forces it into room. Just the thing for 
that installation with one hard to heat room. 
Fine for hustling heat to certain rooms on 
, cold nights. 

The Robinson Everyduty Portable Fan can be 
used on either a floor, baseboard or wall 
register. Painted green. Can be sent Parcel 
Post since it weighs only 10 pounds packed. 




















Put a Robinson Heat Distributor in your window; also a 
heat hustler. Learn about the profit possibilities in gas 
heating. Write now for details and name of nearest dis- 
tributor. 


MASSILLON, 


THE A. H. ROBINSON CO. OHIO 
ERNE LIN ER RIEL AL OIE LEE IE LLL SEND RRE 











AMERICAN ARTISAN 133 


Why Let Others 
Get this Profit? 


As a heating specialist, you are the logi- 
cal man to sell and install heat regulators 
—you are the man who is entitled to the 
big additional profits the MASTER Heat 
Regulator brings. 










Yet others are going right into 
your community, selling regu- 
lators to your own customers, 
reaping the rewards that 
could be yours. 


MASTE 


AT REGULATOR 






MASTER 


jf 
FULL 
ELECTRIC 






Full Electric 
Model without 
Clock control $55 


Full Electric 
8-Day Jewelled 
Clock Model $80 


With this dependable regulator you can easily 
get a big share of the business that is now go- 
ing to them. The MASTER acts instantly upon 
changes of one degree or less. Full Electric, 
nothing to forget. 


These low prices get the orders 


Type 22, Full Electric, with clock control by 
8-Day Jewelled Clock, $80. Plain model, full 
electric, without clock, $55. Made by the manu- 
facturers of the MASTER Gradual Control 
Heat Regulator. Get our proposition and 
discounts to dealers. Write today! 


WHITE MFG. CO. 


2362 University Ave. St. Paul, Minn. 


Say you saw it in AMERICAN ARTISAN—Thank vou! 
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Let the BERRYMAN 
OIL BURNER 


Help You to Greater Profits 


During 1931 


OUR customers want oil heat—clean, efficient, 

automatic heat—as provided with a Berryman. 
Why not cash in on this demand? A highly efficient 
burner and an attractive price comprise a combina- 
tion you can’t beat as a profit maker. And besides 
the profits on burners, your oil burner sales contacts 
will lead you to many a profitable repair or replace- 
ment job. 


The Berryman Rotary Oil Burner is a marvel of sim- 
plicity. There are only two moving parts. It is easily 
installed in any type of furnace and is just as easily 
removed for inspection without disconnecting a 
single part. 


The Berryman Gun Type is automatic in operation; economi- 
cal; silent; nothing to get out of order. Guaranteed for two 
years, will give a lifetime of service. 


If you act promptly to secure the Berryman franchise you can 
enjoy extra profits you are missing now, with little additional 
effort. Every customer _ - 

—new or old—is a pros- 
pect for a Berryman. 
Each installation will sell 
several more. 
















You may order one Now 
and if within 30 days you 
are not satisfied—return 
same to factory and full 
amount will be refunded 
at once. 









Burner for 
only 


$139.50 
(Rotary Type) 


$160.00 for Gun 
Type Burner 





complete 
with all 
Controls 


F. O. B. 
Chicago 


Send the coupon for complete details 
about our attractive dealer proposition. 


Berryman System of Oil Heating, Inc. 


Manufacturers of Oil Burn- 
eleaenieateeeei Equipment Sinas <  ee 


1300 West Washington Boulevard, Chicago, III. 


I am interested in learning more about the Berryman 
and details of your dealer plan. 
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WHITNEY Zover PUNCHES: 


Time Saved in the Shop 
with Good Tools 
Is Money in the Bank 


No. 1—Heavy Duty Punch 








The punch for tough ©2=am 
work. Length 34 VB 
inches. Weight 22 
pounds, well dis- ®&Z 

tributed to correctly ; 
balance the tool. Capacity % inch hole through % inch iron. 
Heavily reinforced for strains. Punches and dies % to 9/16 
by 1/64 inch. Insertable pipe handles. 


No. 2 Punch—The Leader for Over 20 Years 


This is the punch that made the Whitney line famous. It is 
preferred by thousands of men for accurate and quick punch- 
viz: ing. Depth of throat, 
111/16 inches. Ca- 
¢ : pacity 5/16 inch 
ld SEE SSS through % inch iron 

or equivalent. Extra punches and dies, 3/32 to 4 
inch by 1/64 inch. 





> 









Whitney Channel Iron Punch 


Every part of the two , 
punches are inter- 7 > 
changeable. Length, \i/7 2 < 
23 inches. Weight, { 
16% pounds. Punches 


to center of 4-inchf AC iti 
Channel iron. Ca- ompanion to 


. : No. 2 Punch 
pacity, %4-inch hole 
through 14-inch iron. Same sizes of extra punches and dies 
as used in No. 2 Punch. 










Whitney 
Handy Vise 


=—=am) Here is an item that 
costs very little but 
proves indispensable, once you get used 
to it. This Vise is handy, practical and 
securely holds any of the Whitney Lever 
Punches. Well made of the high-grade Malleable Iron. It 
bolts to bench or can be bolted to plank and used portably. 
Weighs only 5 pounds. 


No. 8—Close Corner Punch 


The No. 8 Close Corner Punch shown in the vise has a 
capacity %4 inch through % inch iron. Weight 744 pounds. 
Length 18% inches. Depth of throat 2 inches. Upper lever 
does not throw back to right angles. Simple, easy and quick 
punch changing. Side gauge with marked fractional inches. 
Sold with or without Vise. Punches and dies 1/16 to 7/16 
by 1/64 inch. 


Write for Complete Catalog 


W. A. WHITNEY MFG. COMPANY 
636 Race Street ote Rockford, Ill. 


Order from 
Your Jobber 


Look for This 
Trade Mark 





Mention AMERICAN ARTISAN in your reply—Thank you! 
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NOW with the 


Gmpaty 


FURNACE FILTER 
you can guarantee 


ABSOLUTELY CLEAN AIR 
ON EVERY BLOWER JOB 


mem) Heretofore you 
have been able 
to provide warm 
air systems with 
every modern 
necessity—ex- 
cept thoroughly 
filtered air. The 
“Compact” filter 
makes perfect 
filtration practi- 
cal. 























i___ .. 


LOWEST AIR RESISTANCE 
LEAST SERVICE ATTENTION 


HE Compact Air Filter is of the fabric or dry 

type. The cleaning medium is “Filterdown” and 
while it thoroughly removes all impurities from the 
air it has the very lowest resistance to air flow. 


The design of the “Compact” provides unusually large 
filtering area which cuts down resistance and greatly 
increases the useful life of the filtering medium. 


These two features are big advantages in a filter for 
mechanical warm air jobs—plus the fact that renew- 
ing of the filtering element is — quick and al- 
most negligible in cost. 


Because of the extensive filtering area the average 
job will require change of “Filterdown” but once a 
season. 


WRITE TODAY FOR FULL DETAILS 


co.o 





The Compact is simple in design and con- 
struction, 

The reasons WHY it is LOW in resistance— 
WHY the fabric has LONG LIFE (will not 


clog up and cause added resistance) are clearly 
and fully given in our data sheet and folders. ae 


air 
RETURN 











Send for a sample of ‘ ‘Filterdown” and test 
its low air resistance. 

















The “Compact” Filter fits 
directly above the blower 





COLTER TTD PRR ES Yh, 


VENTILATING ENGINEERS—WRITE FOR VENTILATING 
BULLETIN ON THE COMPACT 


INDEPENDENT AIR FILTER CO. 
29 South Clinton Street Chicago, IIl. 
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BRUNDAGE 


FORCED AIR 


SYSTEM 








Outlet side of the new Brundage Forced Air 
System showing closing position of damper when 
fans are operating. 


HE above illustration shows the 

“D” series. This model is equipped 
with a large opening for gravity flow 
when fans are not in operation. 


COMPLETE 
EFFICIENT 
QUIET 
COMPACT 





“N” series designed 
for straight mechani- 
cal work without grav- 
ity damper. 


The Brundage Company 


KALAMAZOO, MICHIGAN 








Mention AMERICAN ARTISAN in your reply—Thank you! 
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Gas Warm Air Furnaces 


OME owners are demanding the increased comfort 

and convenience afforded by gas heat—the only 

really clean heat. To burn gas successfully and efficiently 
the furnace must be designed for burning gas. 

THE REX GAS FURNACE is a product of 37 years 

of experience in the manufacture of Gas Fired heating 

equipment. 


This new improved REX for 


either forced air or gravity is a sur- 
face combustion, tubular furnace, 
designed to burn gas economically Ne. 290 


and efficiently, the white arrows 


Gas Furnace 


show the long detour in fire travel of the burned gas to the flue. 


The Rex Gas Furnace Units are manufactured in two sizes and will 
burn natural or manufactured gas. There is no better heater on the 
market for factories or store rooms, used without the casings, as the 
tubes in these Units circulate the heated air through- - 
out the building, giving an even temperature. 


Rex Gas Attachments are designed to give the 
home owner the best possible results from the use 


of gas in connection with a coal furnace. They can 
be connected to any make of coal furnace on either 
side or one on each side if needed. You can burn gas 
or coal or both at the same time. 


Cash in on the increasing popularity of gas heating 
by furnishing Rex Gas Furnaces. 








CALKINS & PEARCE 


203-05 East Long Street, Columbus, Ohio 


Manufacturers of Rex Gas Furnaces, Gas Attachments, Gas Furnace 


No. 380 
Rex Attachment 


At Last=-=-= 








a purely mechanical 
non-electrical 


HEAT REGULATOR 




























Special 
Off-Season 
Prices 


on repair castings 
for Mahoning & 
Wright Heaters, on 
which we special- 
ize. 














creck | | 


PATENTED \ 


NX 
Dealers Price $20.00 Ea. 
Quantity Discount. F. O. B. Youngstown 
Can be profitably installed at 
a price well within the reach 
of any home owner. 











Here is an efficient and economical furnace 
regulator that is entirely mechanical—no ex- 
pensive electrical devices, wiring or motor. 
The expansion bar maintains the correct 
bonnet temperature by expanding or con- 
tracting and mechanically opening or clos- 
ing the draft and check damper. Its action 
is positive and dependable. 


The Noll Furnace regulator is simple in con- 
struction—nothing to wear out or get out 
of order. It is guaranteed to outlast the fur- 
nace! 


Let us ship you a sample Regulator 
with installation instructions on 30 
Days free trial. Write for further in- 
formation Today. 





143 ‘West Farle Avenue 


Units, Factory and Garage Heaters 





December 20, 1930 











attractive 
TWO-TONE 
COLORS 


ANY other deal- 
ers are increas- 
ing their sales and 
profits with KU-NO 
Registers. The 
leasing TWO- 
ONE COLOR 
FINISHES help sell 
modern warm air 
heating. The dis- 
tinctive tone com- 
binations harmo- 
nize with modern 
interior decoration. 
Show your pros- 
pects KU-NO, the 
newest and fastest 
selling register on 
the market. 


Face Easily Removed for Cleaning 
Wing Locks in Any Position 


The face of the KU-NO register is removed by simply applying 
a slight pressure of the thumbs against the top of frame. It 
snaps in and out—there are no screws—no springs. The women 
folks will welcome this feature. They can remove, clean and 
replace face in a jiffy. 
The locking device is another patented feature. It holds the 
wing in any position without jar or vibration. Notice also the 
free air capacity of the KU-NO register. It is as near 100 per 
cent as possible. 

KU-NO has more worthwhile features than any 

other register made—order KU-NO TWO-TONE 

REGISTERS from your jobber now for more 

and better sales. Send us your jobbers name. 


KU-NO REGISTER COMPANY 


116 North Second Street ST. LOUIS, MO. 














Mention AMERICAN ARTISAN in your reply—Thank you! 
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One O Many Beautiful Tn 


dianapolis Ethomes 
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The Hathaway Simmons Residence 


AIR-CONDITIONED BY KRUSE COMPANY: INDIANAPOLIS 
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Ash Asbestos rs v\ \ky 
$s estos , es \ yr. 'E% 
Flat Comugated = 


Paper £ Paper 


SAL-MO __e,..... 


ASBESTOS COVERING Pipe Join (\« 
—for Warm Air Pipes Tape 


ny ae te Flat Asbestos Paper is the standard asbestos pipe covering used by warm air heating men 
for best results. It comes in all standard weights and widths. Specify SAL-MO from your jobber— 
you can get it in 10, 12, 14 and 16 lb. weights. SAL-MO Corrugated asbestos paper is the preferred 
brand of corrugated paper used by the men who command the highest prices for their installations. 
Sal-Mo Asbestos Elbow Segments and Sal-Mo Pipe Joint Tape make neater, cleaner jobs. 
‘ Besides this you save time, money, sawing, and material. You pay less for pipe covering in this HET 
orm. 
Sal-Mo Elbow Segments come in cartons containing 25 sets or 100 sets. Made for 8 in., 9 in., 10 
in., and 12 in. elbows. 
Notice illustration showing Pipe Joint Tape—it’s just the right width and packed in handy-to-use 


form. 
Send the Coupon Today 
for Free Samples 





























fy 





(14 
Ha 


RSS SBS B SSS SSS SSS SS 
SALL MOUNTAIN CO. 
176 W. Adams St., Chicago, Ill. 


Send us samples of Sal-Mo Asbestos Paper, also Elbow 
Segments and Pipe Joint Tape. 





a 4 
Name 1 
SALL MOUNTAIN CO. 6 sdics: : 





Say you saw itin AMERICAN ARTISAN—Thank you! 
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SOMETHING 





DIFFERENT 
ATTRACTIVE 
PRACTICAL 
EFFICIENT 


ID] ECTO 


FLOOR REGISTERS 


New beauty, greater free air capacity. An efficient register 
plus a shield which protects walls. An ornament to any room 
—does not become dust laden as it has no shutters. 
The MOROCCO finish is specially made for the DEFLECTO 
REGISTER. This finish is + 
unlike any other eeeneer i sith oer 
finish, DEEP BLACK, OAK 
BROWN, DARK GREEN 
and MOTTLED BRONZE 
are stock colors. Simple 
practical adjustment. When 
open the shield is pro- 
tected by a spring sup- 
port. 
Write today for full details 
and circulars 


JOBBERS WANTED 


A New PEXTO || _,,sexer., 


3607 Orchard Avenue 
Indianapolis, Ind. 


Beading Machine 3 = : 


HEET metal workers know that any 
new Pexto machine is bound to be 
far in the lead with features that make A e rop u ll 
it easier to do BETTER WORK in 
LESS TIME STORM BAND 


New 622 “a Throat ALLINWON VENTILATOR 


Rotary Beading Machine 


Furnished with Standard and five pairs of rolls as fol- 
lows: Turning, largest Wire No. 11 gauge; Burring, 
widest flange 4%”; Wiring, largest wire No. 7 gauge; 
Ogee Beading and Crimping Rolls, including combina- 
tion gauge. 


Perego eh 

















Piiisentnsonactiammauaadene dina ra eae 





Sarr neenenenrrerenreene rem 





























1. Horn is steel. 

2. Lower Shaft bearings are bronze bushed. 

3. Gears are machine cut from solid steel and enclosed 
in heavy one piece frame. 

4. Rolls may be driven from upper or lower shaft— 
forward or reverse drive. 

5. Shafts are key seated to prevent slippage. Rolls are 
held to their arbors by screw nuts. 

6. Steel crank. Adjustable for short or long leverage. 

7. Two piece adjustable forged crank screw. 





THE design of the Aeropull Ventilator makes it free from choking 
down tendencies. It is designed especially for fan work. 

The storm band on the Aeropull is 50% greater than standard and 

the free exhaust is 50% greater also. 


It is a more durable, larger and more efficient 
ventilator at a lower price 


WRITE FOR CATALOG AND PRICES TODAY 


THE PECK, STOW & WILCOX CO. PAUL R. JORDAN & CO. 


Southington, Conn. 630 South Delaware St. Indianapolis, Ind. 





























Mention AMERICAN ARTISAN in your reply—Thank you! 
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The ACE of All 
Forced Air Circulators 


for Your Heating Jobs 


AM-PE’-CO has revolutionized air circulator con- 

struction and efficiency. The only blower that 

positively provides a fully balanced distribution of air to the 

rotor—vital to proper blower operation. Patented improve- 

ments assure positive, uniform heat delivery. Mechanically 

controlled; compact; quiet; non-leaking ring oil bearings. A 
big business builder and profit maker for the dealer. 


Built with or without dampers which open automatically 
when the blowers stop, for gravity circulation. Get more 
blower business for yourself—write us for literature on 
Am-pe’-co Blowers, and full information. 

AMERICAN MACHINE PRODUCTS COMPANY 

Marshalltown, Iowa 
For 15 Years Manufacturers of Precision Products 








TWO TAYLOR’S 
BRANDS 


to Tie to 


First in the minds of sheet metal men is 
our famous HAND MADE roofing tin— 
the highest quality, longest lived roofing 
tin in the world, the old “TAYLOR’S” 
Old Style, known since 1905 by the new 


name. 


Target and Arrow 
=>©) (©) ot 
ROOFING ‘JIN 
Now we have gotten out a New Tin, but 
the best machine made plate ever produced, 


for those who want to pay less. This is 
known as 


Taylor’s Extra Coated 
40 lb. Copper Bearing O. H. 


Ample stocks carried by all distributors. 
Ask them for TAYLOR’S. 


N. & G. TAYLOR COMPANY 
CUMBERLAND, MARYLAND 
Headquarters for Good Roofing Tin Since 1810 
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THE HEAT UP 
IN THE HOUSE 


ty in the house is where your cus- 
tomers want the heat—not in the 
basement. 

You can greatly improve the appear- 
ance and increase the efficiency of your 
warm air furnace installations by cov- 
ering the pipes and casing with Corru- 
gated Asbestos Paper— 
a flexible insulation ma- 
terial especially suited 
for wrapping furnace 


pipes. sail 





Asbestos Paper 
8-10-12-14-16-32 Ibs. per 
100 square feet. 
18” and 36” wide—50 
or 100 Ib. Rolls, 





Corrugated Asbestos Board 
A flexible insulation %, 1/6 
or % inch thick. Especially 
adapted for wrapping furnace 

pipes. 
You can add to your profits and increase customer 
satisfaction with Standard Asbestos Products 


Asbestos Mill Board 
%-%4-Y%” thick in sheets 
42x48 


STANDARD ASBESTOS 
MANUFACTURING CO. 


OF CHICAGO 
820 WEST LAKE ST., CHICAGO 





Mention AMERICAN ARTISAN in your reply—Thank you! 
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SOMETHING 





DIFFERENT 
ATTRACTIVE 
PRACTICAL 
EFFICIENT 


iD) ECTO 


FLOOR REGISTERS 


New beauty, greater free air capacity. An efficient register 
plus a shield which protects walls. An ornament to any room 
—does not become dust laden as it has no shutters. 

The MOROCCO finish is specially made for the DEFLECTO 
REGISTER. This finish is — 
unlike any other register Sat ee 
finish, DEEP BLACK, OAK 
BROWN, DARK GREEN 
and MOTTLED BRONZE 
are stock colors. Simple 
practical adjustment. When 
open the shield is pro- 
tected by a spring sup- 
port. 


Write today for full details 
and circulars 


JOBBERS WANTED 


A New PEXTO || ,, seen, 
Beading Machine 


Indianapolis, Ind. 
HEET metal workers know that any 
new Pexto machine is bound to be 
far in the lead with features that make Aero pu Ll | 
it easier to do BETTER WORK in 
LESS TIME. STORM BAND 


New 622 Deep Throat ALLINWON VENTILATOR 


Rotary Beading Machine 


Furnished with Standard and five pairs of rolls as fol- 
lows: Turning, largest Wire No. 11 gauge; Burring, 
widest flange 4”; Wiring, largest wire No. 7 gauge; 
Ogee Beading and Crimping Rolls, including combina- 
tion gauge. 
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1. Horn is steel. 

2. Lower Shaft bearings are bronze bushed. 

3. Gears are machine cut from solid steel and enclosed 
in heavy one piece frame. 

4. Rolls may be driven from upper or lower shaft— 
forward or reverse drive. 

5. Shafts are key seated to prevent slippage. Rolls are 
held to their arbors by screw nuts. 

6. Steel crank. Adjustable for short or long leverage. 

7. Two piece adjustable forged crank screw. 





UATATTNNTy 
ee mT Ne THE design of the Aeropull Ventilator makes it free from choking 


a 
( \ / () \ down tendencies. It is designed especially for fan work. 
‘tte 


The storm band on the Aeropull is 50% greater than standard and 
the free exhaust is 50% greater also. 


It is a more durable, larger and more efficient 
ventilator at a lower price 


WRITE FOR CATALOG AND PRICES TODAY 





Ni, LAY 


THE PECK, STOW & WILCOX CO. PAUL R. JORDAN & CO. 


Southington, Conn. 630 South Delaware St. Indianapolis, Ind. 
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The 
Forced Air Circulators 


ACE of All 


for Your Heating Jobs 


M-PE’-CO has revolutionized air circulator con- 

struction and efficiency. The only blower that 

positively provides a fully balanced distribution of air to the 

; rotor—vital to proper blower operation. Patented improve- 

i ments assure positive, uniform heat delivery. Mechanically 

i controlled; compact; quiet; non-leaking ring oil bearings. A 
big business builder and profit maker for the dealer. 


Built with or without dampers which open automatically 
when the blowers stop, for gravity circulation. Get more 
blower business for yourself—write us for literature on 
Am-pe’-co Blowers, and full information. 

AMERICAN MACHINE PRODUCTS COMPANY 

Marshalltown, Iowa 
For 15 Years Manufacturers of Precision Products 





TWO TAYLOR’S 
BRANDS 


to Tie to 


First in the minds of sheet metal men is 
our famous HAND MADE roofing tin— 
the highest quality, longest lived roofing 
tin in the world, the old “TAYLOR’S” 
Old Style, known since 1905 by the new 


name. 


Target and Arrow 
QRoorinc Tin'S 
Now we have gotten out a New Tin, but 
the best machine made plate ever produced, 


for those who want to pay less. This is 
known as 








40 lb. Copper Bearing O. H. 


Ample stocks carried by all distributors. 


Taylor’s Extra Coated 
Ask them for TAYLOR’S. 


CUMBERLAND, MARYLAND 
Headquarters for Good Roofing Tin Since 1810 


N. & G. TAYLOR COMPANY 
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THE HEAT UP 
IN THE HOUSE 


Er in the house is where your cus- 
tomers want the heat—not in the 
basement. 

You can greatly improve the appear- 
ance and increase the efficiency of your 
warm air furnace installations by cov- 
ering the pipes and casing with Corru- 
gated Asbestos Paper— 
a flexible insulation ma- 
terial especially suited 
for wrapping furnace 


pipes. salt 





Asbestos Paper 
8-10-12-14-16-32 Ibs. per 
100 square feet. 
18” and 36” wide—50 
or 100 Ib. Rolls, 





Corrugated Asbestos Board 
A flexible insulation %, 1/6 
or % inch thick. Especially 
adapted for wrapping furnace 

pipes. 


You can add to your profits and increase customer 
satisfaction with Standard Asbestos Products 


STANDARD ASBESTOS 
MANUFACTURING CO. 


OF CHICAGO 
820 WEST LAKE ST., CHIC 1GO 


Asbestos Mill Board 
%-%-4" thick in sheets 
42x48 
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~ MARKET QUOTATIONS - 


AMERICAN ARTISAN is the only publication quoting Prices on Metals, Sheet Metal Equipment and Supplies, 
Warm Air Heating Supplies and Accessories, corrected bi-weekly. These quotations are not guaranteed but 
are obtained from reliable sources and reflect nation-wide market conditions at the time of going to press. 


NOTE—These prices are Chicago Warehouse Prices to which must be added territory differentials 




















METALS 


PIG IRON 
Chicaee, es bie tata $17.50 
Southern Fdy. No. 2....$17.01 to 17.51 
Lake Superior Charcoal eae 27.04 
Malleable ... 17.50 








FIRST QUALITY BRIGHT 
CHARCOAL TIN PLATES 

















Cc 
ix 
xx 
xxx 
xxx 

Per Box 
IC 20x28, 40-lb. 112 sheets....$24.00 
IX 20x28, 40-lb. 112 sheets.... 26.50 
IC 20x28, 25-lb. 112 sheets.... 20.50 
IX 20x28, 25-lb. 112 sheets.... 23.50 
IC 20x28, 20-lb. 112 sheets.... 19.00 
IV 20x28, 20-lb. 112 sheets.... 22.00 





No. 8 ga.—110 Ibs...............-....- $4.15 
8/16 in.--100 Re 4.05 
% in.—100 lbs. 8.85 
COKE PLATES 
Cokes, 80 lbs., base, 20x28....$12.00 
cokes, 90 lbs., base, 20x28.... 12.20 
Cokes, 100 lbs., base, 20x28.... 13.75 
Cokes, 107 Ibs., base, IC, 
20x a. 12.75 
. base, IX, 
ee ants 
. b ’ 
Coles. pence 8.50 
Ore i es 9.35 
_4 
ws -~ Aprende 10.25 


BLUE ANNEALED SHEETS 














I — r 100 lbs. $8.35 
ye O ga. . a4 100 Ibs. 4.15 
ONE PASS COLD ROLLED 
BLACK 

8.75 
No: 3.70 
No. 8.75 
No. 8.85 
No. 3.90 
No. 4.00 
GALVANIZED 
Se 100 Ibs. $3.85 
No. 18 nineianeiniaannnia oer 100 lbs. 3.95 
 . aoe per 100 lbs. 4.15 
SS : See per 100 lbs. 4.20 
(Standard differentials on extras to 
apply 
per 100 Ibs. $4.35 
per 100 Ibs. 4.860 
per 100lbs. 4.70 
28 per 100 Ibs. 4.85 
“Armee” BE cscs per 100 lbs. 5.95 
BAR SOLDER 
Warranted 50-50....per 108 Ibs. $19.00 
45-55 per 100 Ibs. 17.50 
48-52 ..-per 100 lbs. 18.00 
Plumbers per 100 lbs. 15.50 
ZINC 
In Slabs .... $5.00 
SHEET ZINC 
Cask Lots (600 Ibs. )................ $12.00 
Sheet Lots (1006 Ibs.).............. 13.00 
BRASS 
Sheets, Chicago bage.................. 17 %c 


Tubing, brazed, Chicago base...... 25 %c 
Tubing, seamless, Chicago base....22 %c 
Wire, Chicago base...................... 18 %c 
Rods, Chicago base.................... 16%c 





COPPER 
Sheets, Chicago base.................. 20%ec 
Tubing, seamless, Chicago base....23 %c 
Wire, plain rd., 8 B. . Ga. 
EU URANUS aciseccccccscousssnecncee 13 %c 
LEAD 
SRNR TONE ivcscctcoscniupeniatinseaae $6.00 
Bar 7.50 
TIN 
Bar Tin 


Pig Tin 


SHEET METAL SUP- 
PLIES, WARM AIR 
FURNACE FITTINGS 
AND ACCESSORIES 


ASBESTOS 





Rol 
an beard 8/32 to %. 
Corrugated paper (250 sq. 
a |) ea $5.00 per roll 





ASBESTOS SEGMENTS 





8 in. 1.85 
9 in. i 2.10 
20 mm. .. ‘ 2.35 
ph eae ‘per 25 sets 2.65 


CEMENT FURNACE 


5-lb. cans, net $0. 
10-lb. cans, net. 
25-lb. cans, net. . 
Per 100 Ibs. ° 














CLIPS 
Damper 


No-Rvet Steel, with ‘ail pieces, 
per gross 


— ane 


COPPER FOOTING 
Copper DORA cassicsiceissccecsscsccscens 41% 


CORNICE BRAKES 
Chicago Steel Bending 
Nos. 1 to 6B 





CUT-OFFS 


Cal., plain, round or cor. rd. 
26 gauge 
28 gauge 








DAMPERS 
Yankee Warm Air 


doz. $1 
doz. 2 
doz. 2 
doz. 2. 
8 
5 














doz. 
doz. 





te 
POCO 
> . 
° 
ig 





EAVES TROUGH 


Galv. Crimpedge, crated.......... 75-15 % 
Zine 60% 





ELBOWS 


Conductor Pipe 
Galv. plain or corrugated, 
round flat Crimp. 
HH GRUBO cccvcccosececscecenccocossns 60-302 
auge 
24 aaane 15% 


Galv. Terne Steel 

Plain Rd. and Rd. Corr. 
lL! 60-10 % 
26 gauge 50 
24 gauge 

















Square Corrugated 


28 gauge 
26 gauge 








Portico Elbows 


Standard Gauge Conductor Pipe, 
Plain or corrugated. 








NOt ROR sicccnnnccicncesvesl 70&5% 

DUOMO OIE, cnciccveseecacsccennes 70 &5% 
Sq. Corr., A. & B. & Octagon 

28 gauge 55% 

26 gauge 40% 
Portico 

S, U5bs DG Bic cceccicdiccne 45% 
Copper 

DO OR; Gil CIRIIB occcs cccconecseed 50% 
Zinc 

TD GAB vciscicrsstpiestacsscccrmenee 60 % 


ELBOWS—Stove Pipe 
1-piece yo pe Uniform Blue 





No. 2 auge. Dos. 
5 inch $1.15 
6 inch 1.25 
7 inch ao <aese: Eee 








Adjustable—Uniform Blue 
No. 28 Gauge, Uniform Blue, 








5 inch $1.60 
6 inch 1.75 
7 inch 2.10 





WOOD FACES—60% off list. 


FIRE POTS 
Each 
No. 02 Gasoline Torch, 1 qt...$5.18 
No. 9250, Kerosene, or Gaso- 
line Torch, 1 MGs csvineunnnens 6.50 
No. 10 Tinner’s Furnace 
Square tank, 1 gal........... 11.20 
No. 15 Tinner’s Furnace 
Round tank, 1 gal............. 10.70 


No. 21 Gas Soldering Furnace 8.00 


No. 110 Automatic Gas Sol- 
dering Furnace ............... 10.50 


GLASS 


Single and Double Strength, A, 


Se ate 85% 
Single and Double Strength, B, 
RD WURDE ccinncnsssccoccansecciansd 87% 
HANGERS 


Conductor Pipe 


Mileor Perfection Wire............ 25 % 
Milcor Triplex Wire.................. 10% 


Eaves Trough 








Steel (galv. after forming) from 
list 45% 
Selflock E. T. Wire, List.......... 10 % 
HOOKS 
Conductor 
“Direct Drive’? Wrought Iron 
for wood or brick.................. 15% 
MITRES 
Galvanized Steel Mitres 
28 gauge 70 
26 gauge 60-20 





PASTE 


Asbestos Dry Paste 
200-lb. barre 





Galvanized 


Crated and nested (all 
ROE --75-12 % % 
Crate: and not nested 
OS a) aan: 15-7 % % 


Furnace Pipe 
Double Wall Pipe and Fit- 
Single Wail Pipe, Round Gai- 
Galvanized and Tin Fittings....60% 
Lead 


60 % 











Per 100 lbs. $12.50 
Stove Pipe 
*Milegr” Pe eTitelock” Uniform Blue 
28 gauge, 5 inch U. C 
SMM caathtevice sok shncanksouvateton $10.00 
28 gauge, 6 inch U. C. 
IEE, Spssenseducoczescacasctesadecs 11.00 
28 gauge, 7 inch U. C 
ee 13.00 
30 gauge, 5 inch U. C. 
| ene ees 9.25 
sal gauge, 6 inch U. C. 
Se SS er 10.00 
30 1 “eat, 7 inch U. C. 
Seuudgupunerathnsedealacsinel 12.00 
eum Made Up 
GS tmeh. BB Wh.ncces.: per doz. $3.40 


REGISTERS AND FACES 
Floor Registers 





Except Cast Iron......:....... 40 & $2 

Cast Iron 0 
Baseboard 

SOD. Scsessinccncncasscocaioans 40 &10 z 

DROS: iccvteciecciceesianins 40-10 & 20 


Adjustable Ventilators 
Adjustable Cold Air Faces..4 
Adjustable Ventilators 
RIDGE ROLL 
Galy. Plain Ridge Roll, 
Galv., Plain Ridge Roll, 
crated 








SCREWS 


Bers mn 


a. fn 
fo 0. “Ht 73/16. “Der gross 
x%, per gross........ 





SHEARS, TINNERS’ 


AND MACHINISTS’ 
Viking $22.00 


— Throatless 








18 
Shear blades 
(f. o. b. Marshalltown, ns 


SHOES 


Galv. 28 Gongs, Fate or Corru- 

gs , round flat crim Pe .- ..60 
gauge, i flat crim 

24 gauge, round flat crimp. 











SNIPS 
Tinners’ Net 
VENTILATORS 
qygntess 30 to 40% 
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EVERY 


Installation 
Has Been a 
SUCCESS! 


par gh heat 
t t, 
quietly end soutively, to CLIP THIS AD— 


louvres to get out of or- attach to your letterhead and 












The AUTOMATIC DRIP 
HUMIDIFIER 


Entirely Different 
Write for Details 





Correct and Controlled Humidity 


der. Easy to install. De- il t t a: i HE Automatic Drip Humidifier is unlike all others. The amount 
pendable. nen ee oe ee Ta humidity desired is regulated. It is simple, fool-proof, dur- 
with Furblo. able, reliable and high grade in every respect. 
For pt — air — 7 lation and especially desirable 
with oil heat because of control feature. 
LAKESIDE co. For efficiency and profits sell the Automatic Drip Humidifier— 
Hermansville, Mich. send for complete information today. 
Makers of Lakeside Ventilating Systems AUTOMATIC HUMIDIFIER COMPANY 











CEDAR FALLS, IOWA 
































A U E R? S Keep Moisture Out of Smoke Pipes 
i with the 
Permanently ‘“NO-DAMP” 
Perfect Operating It’s a 
Registers— 1 Draft Control 
2 Thimble 
Also Grilles and 3 cen Against 
_ pct ea Clothes Chute Doors 4 ~ny sell 









Registers of every type, size 
and finish for Heating and 
Ventilating. 


AUER REGISTER CO. 


3608 Payne Avenue 
CLEVELAND, 07 oe. 


* 
— installed Write for 
be eal ree Book 


all electric and fully automatic con- 
trol over the draft and damper doors ee 29 
of home heating plants. Four exclusive B A L A N Cc E D il E A T 

safety features found in no other heat G* the real facts about Oil Heating from this new free book, 


a. eee which has created a sensation in the Oil Burner Industry. It 
; regulator at any se yet a less contains 32 pages of facts that every oil burner dealer should know. 
qj than any other e ectric regu ator on Its publication marks a new era in the Oil Burner Industry. Facts 
the market. Ask your jobber or write cannot be denied! Laboratory tests cannot be “laughed off”! Actual 

: : performance is convincing evidence! Balanced Heat is the only sci- 
H. M. Sheet Co., 213 Hampshire St., Quincy, Ill. entific method of heating with oil. 


SHEER COMFORT McILVAINE BURNER CORPORATION 


747 Custer Avenue Dept. A Evanston, Illinois 
heat Regulator 


The Bock Oil Burner 


for Warm Air Furnace Heating 


Every one of your customers is inter- 
ested in an oil burner which will operate 
efficiently in a warm air furnace. 


IT SELLS ON SIGHT 
—EASY TO INSTALL 


Write today for circulars and prices 


EISSLER HARDWARE 
129-131 Fifth Street Aurora, Illinois 


































































A new furnace paste 
FOR BETTER, NEATER 
AND QUICKER WORK 


Non-Cereal—Non-Souring 


Asbestos Paper will not absorb it 
as it does cereal pastes. Paper does 
not become soggy—not so apt to 
tear. 


Larco Mineral Paste does not turn 
brown—no stains—mice will not 
touch it either when moist or dry 
and it does not gum up the hands. 
Larco Paste can be kept on hand 
mixed ready for use. It has great- 
er covering qualities. It slips eas- 
urder a trial can now—is ily but adheres permanently. 


will not sour—— keeps any Write for circular which tells all 









The constant flame principle of the Bock 
insures such efficient operation. The 
Bock is (1) dependable and quiet (2) 
extremely simple (3) distributes heat 
evenly to all castings (4) completely 
automatic, and (5) its high and low~ 
flame operation eliminates the need for 
electrical ignition or gas pilot. 


The Bock solves the prob- 

lem of efficient oil heat- 

ing in a warm air furnace. 
Write for details. 





: length of time. about it—get Larco prices. 
The Bock Oil Brrner WESTERN MINERAL PRODUCTS CO. 
Corporation OMAHA (Formerly Larsen-Bennett Co.) NEBRASKA 
Madison Wisconsin 











Say you saw it in AMERICAN ARTISAN—Thank. you! 
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Air Cleaners 


American Fdy. & Furnace Co., 
d Air Filte = on —_ 
t Air r le 
Independen Chicago, Ill. 
Sever é = Co., Pte am Peona. IL 
n 
See eae ee Cleveland, Ohio 


Watt Mfg. Co., Sterling, Il. 
Air Washers 

A. Gehri & Co., Tacoma, Wash. 

Watt Mfg. Co., Sterling, Il. 


Aluminum Sheets 


L. Osborn Co., 
alates - Cleveland, Ohio 


Asbestos—Liquid 
Technical Products Co., Pittsburgh, Pa. 


Asbestos Paper 
Sall-Mountain Co., Ghicaso, Th. 
Standard Asbestos Co, of Chicago, 

crenee, Ti. 
Wilson, Grant, Inc., 


Chicago, 
Blast Gates 
Berger Bros. Co., Philadelphia. Pa. 


Blowers—Furnace 
Fu Co., 
American Fdy. & "eS a in. 


Machine Products Co., 
a 2 Marshalltown, Iowa 


A. Gebri & Co., Tacoma, Was 
Brundage Co., Kalamazoo, Mich. 
Lakeside Co., ermansville, Mich. 
Warm Air Furnace Fan Co., 

Cleveland. Ohio 
Watt Mfg. Co., terling, Ill, 
Bolts—Stove 


pivdemnandings: “Cleveland, Ohio 


Bg Son, Inc., Jos. 
7 nT, Bit, cheve. 


Brakes—Bending 
reis & Krump Mfg. Co., Chicago, TL 
econ A Machinery Co., Chicago, Ill. 
Kyersun & Sea. Inc., Jos. T., 
onal Chee. ce we St on Det., Cleve. 
ec Ww cox Co., 
Southington, Conn. 
Brakes—Cornice 
Dreis & Krump Mfg. Co., Chicago, Ml. 


Brass and Copper 
American Brass Co., Waterbury, Conn. 
Chase Brass & Copper Co., 


Waterb ur, Conn. 

Copper & Brass a ~ Association, 
w York, N. Y. 
Revere Copper & ee ” Rome. N. Y. 


Bronze 
Revere Copper & Brass, Rome, N. Y. 


Cans—Garbage 


Diener Mfg. Co., G. W., Chicago, Il. 
Osborn Co The J. M.'& L. A 


Cleveland. Ohio 
Castings——Malleable 
Fanner Mfg. Co., Cleveland, Ohio 
Ceilings—Metal 
Mi) Steel Co. 
Mil. Canton, Chgo., La Crosse, K. C. 
Chaplets 
Fanner Mfg. Co., Cleveland. Ohio 


Cleaners—Vacuum 


Brillion Furnace Co., Brillion, Wis. 
National Super Servi " 
Toledo, Ohio 


Copper 


American Brass Co., Waterbury, Conn. 
Chase Brass & — Co. 
anv aterbury, Conn. 


R Co R ; oa oe 
Rockfo rd Bhect steel — 
Rockford, Til. 


Cornices 


Milcor Steel Co., 
Mil, Canton, Chgo., La Crosse, K. C. 


Cut-offs—Rain Water 


Milcor Stee) Co.., 
Mil., Canton, Chgo., La Crosse, K. C. 


Dampers—Quadrants— 
Accessories 


Aeolus Dickinson 
part & Cooley mg Hot Se th, 
Boston, Mass. 


Howes Co., 
Milcor Steel Co... 

il., Canton, es. » La Crosse, K. C, 
Parker-Kalon Corp., New York, N. Y. 


Dampproofings 
Lastik Products Corp., Pittsburgh, Pa. 


Damper Regulators 
Sheer Co., H. M., Quincy, Ml. 


Diffuser—Air Duct 
Aeolus Dickinson Chicago, Il. 


Drills—Electric 
Ryerson - a Inc., Jos. , 
ey oe L.. Det., Cleve. 
J. M. & as Osborn 
} Ohio 


The Stanley Electric Tool Co. 
New Britain, Conn. 


Drive Screws—Hardened Metallic 


Parker-Kalon Corp.. 
190 Varick St., New York 


Eaves Trough 
Barnes Metal Products Co., 


Chica 
Berger Bros. Co. Philadelphfa: Pa 
Chase Brass & Copper C 
Woche. Conn. 
Miler Steel Co. 


Canton, Chgo., La Crosse, K. C. 
Retktony Sheet Steel Co., 
Rockford, Tl. 





Elbows and Shoes—Conduct 
A Gutter Hanger Corp., 

_ ate New York, N. Y. 
Barnes Metal Products 

eo TN. 

Lavew, Pov, New York, N. Y. 

cor Stee x 

Mil., Canton, Chgo., La Crosse, K. C. 


Rockford Sheet Steel ‘Co., 
- Rockford, TIL 


Filters—Furnace 


Independent Air Filter Co. @hicago, I. 


Ww Air Fu Fan _Co., 
a anaes Cleveland, Ohio 





4oe% to di: + 
itting 


Barnes Metal Products Co., m. 


cago, 
Braden Mfe Co., Terre Hante ty. 
Levow, David, New York, N. 


Mil t 1 Co 
ipeor Rtoel Cou, re Crome, K. 0. 


Fluxes—Soldering 
Kester Soldering Co., Chicago, TL 


Furnace Cement 


Connors Paint Mfg. Co., Wm., 
Troy, N.Y. 
Lastik Products Corp., Pittsburgh, Pa. 
Mileor Steel Co. 
Mil Canton Cheo.. La Crosse. K. 0, 
cal Products Co., Pittsburgh, Pa. 


Furnace Chain 
Hart & Cooley Co., Holland, Mich. 


Furnace Cleaners—Suction 


Brillion Furnace Co., Brillion, Wis. 
National Super Servi ‘ 
Toledo, Ohio 


oe Fans 
A-C Mfg. Pontiac, Ml. 
American Ray. & Furnace Co., 
Bloomi 


ngton, Til. 
Brundage ee The, Kalamazoo, Mich. 
piiermansville, Mich. 





Robinson Massillon, Ohio 

Warm Air ws Fan Co., 
Cleveland, Ohio 

Watt Mfg. Co., Sterling, Il. 


Furnace Filters 


Warm Air Furnace Fan (o., 
Cleveland, Ohio 


Furnace Pokers 
Fanner Mfg. Co. Cleveland, Ohio 


Furnace Pulleys 
Hart & Cooley Co., Holland, Mich. 


Furnace Regulators 


a “*eennedee” Regulate r 
inneapolis, Minn. 
ghee ’Co., H. 


M., uincy, [lL 
White Mfg. Co., Minneapolis, Minn. 


Furnace —_ 


Forest City-Walworth R 
Foundries Co., Cleveland, Ohio 


Furnace Switch—Automatic 


Payne Furnace & Supply & its. Cal 
everly . 


Furnaces—Gas 
Calkins & Pearce, Columbus, Ohio 


Lennox Furnace Co. 
Marshalltown, Iowa 
Mueller Furnace Co., L. 
- as itilvautee, Wis. 
ayne Furnace upply C 
Beveriv Wills, Cal. 
Robinson Co., A. H., Massillon, 
Rudy Furnace Co., Dowagiac, Mich. 
Wise Furnace Co., Akron, Ohio 


Furnaces—Oil Burning 


Motor Wheel Corp., Heater Div., 
Lansing, Mich. 


Furnaces—Warm Air 


Agricola Furnace Co., Gadsden, Ala. 
American Fdy. & ace Co., 
Eicon 
American Furnace Co., onia,” Mo, 
Armstrong Furnace Oo., yh. oO. 
The Beckwith Co. Dowagiac, Mich. 
Brillion Furnace @o.. Rrillion, Wis. 
Dowagiac Steel Furnace Co., 
Dowagiac, Mich. 
Enterprise Boiler & Tank Works, 


Tl 
Farris Furnace Co., soca I. 
Forest City-Walworth Run Fi 


Cleveland. Ohie 
Fox Furnace Co., Fleria 
Graff Furnace Co., Scranton, _ 
Hall-Neal Furnace Co. - lis, Ind. 

n lanape 8, 
Henry Furnace & Fay. 

regtereland, rng 


ae Mt ". a i 
Langenderg © be % ; 
fondon SS Gia 
Marshalltown, Iowa 
8 ie oe a 
May Fiebeger Furnace 
Newark, Ohio 
Meyer Furna Peo Ti. 
Midland Furnace a Columbus, Ohio 
Motor Wheel Corp., Heater Loan 


La 
Mt. Vernon Furnace ft Sern 
Mueller Furnace Co., i 
hii raukee, Wis. 


Payne Furnace & Supply Uo 
Bere erly Hillis, Cal. 


Premier Warm Air H 

, a5 Mich. 
Peerless Foundry Co., 

Indiananolis, Ind. 
Robinson Furnace Co., Chi Til. 
grbols Heater Uo., peAttland. Ohio 

udy Furnace Dowa: Mic 
Standard Fay. & Purnace Oo..”” 
De Kalb, ml. 


Success Heater Mfg. Co., 
Des Moines, Iowa 
Schwab Furnace & Mfg. kee, Wis. 
wa 
Thatcher Furnace Co., Se Sd. 
XXth Century H. & V. Co. 
Akron, Ohio 
Waterman- Waterbury, Oo. iis, Minn. 
n 
Western Steel Products ou Gee $e 
uluth, Minn. 


Wise Furnace Co., Akron, Ohio 
Gas Burning Attachments 
Columbus, Ohio 

Columbus, Ohio 








Lennon fans 





Calkins & 
Stunkel Hippel Heating a 


Grilles 
Ohio 







Auer Re Co., 
2 Se King 

Hart & Coolev Co., New 
Independent Register & Mfg. Co., 


bag & Rafley Mfg. Co. Co., Chicas TIL 


. 8. Register Co., Battle Creek, Mich. 


Guards—Machine and Belt 
Harrington & Perforating Co. 
od Chicago, Ill. 
Handles—Boiler 
Berger Bros. Co., Philadelphia, Pa. 


Handles—Soldering Iron 


Hyro Mfg. Co., New York, N. Y. 
Handles—Furnace Door 
Fanner Mfg. Co., Cleveland. Ohio 


Hangers—Eaves Trough 
A Gutter Hanger Co 
_ New ‘York, | ee. F 
Piagetian Pa. 
Chase Brass & Copper 
Pr vaterbury, Conn. 
Milcor Steel Co., 
Mil., Canton, Chgo., La Crosse, K. ©. 


Berger Bros. Co., 


Heat Regulation Systems 


Minneapolis-Honeywell Regulator 
Co ™ — ne oy Vino. 


Noll Regulator Co., Seamaiatias Ohio 


Sheer °° quincy, = 

White Mfg. bo. ™ Minneapolis, 
Heaters—Cabinet 

Fox Furnace Co., Elyria, 


Mt. Vernon Furnace & Mfg. Co. 
Motor Wheel Corp., Heater veaip. 
Payne Furnace & Supply Co. — aon 
Waterman- Waterbury. Ber wey Tete, Onl 
mrs eseapolie, Mina. 
Heaters—School Room 


‘ever ty Co. Lae Peoria, Il. 
estern Steel Products Beith, Minn. 


Waterman-Waterbury Co f . SR 


Humidifiers 
Automatic Humidifier Co., 
Diener Mfg. Co., G. W., Chicago, Ill. 
Meyer & Bro. Co., F., Peoria, ti 
a Co H Oninev TIL 
J. T... Skuttle Co., Dowagiac, Mich. 
Sallada Mfg. Co., Minneapolis, Minn. 

Lath—Expanding Metal 


Milcor Steel Co 
Mil., Canton, Chgo., La Crosse, K. 0. 


Machines—Crimping 


Rertsch & (Co.. Cambridge City. Ind. 
Yoder Co., The, Cleveland, O. 


Machinery—Culvert 


Bertsch & An mw City, Ind. 
Interstate Mas Co., cago, Ill 


Machinery—Rebuilt 


Interstate Machinery Co., Chicago 
Machines—Tinsmith’s 

mire | ‘Kram Minto. iy. Fe 

Hyro Mfg 4 : Sew sees  N. oh 

Interstate "Machinery 

Marshalltown Mfg. 9. ° 





Osborn Co., The J. M. &.% 
7 = ** 

Ryerson & Sea 7%. oT hee. 

The Stanley “Tnectite Tool 


Co., 
ew Britain, Conn. 
Whitney Mfg. Co., Wea 


 prektord, m 
Yoder Co., The, Cleveland, O. 
Metals—Perforated 


Harrington & King Perforating Con, 


Miters—Eaves Trough 
Barnes Metal otal Products ners? . 
Ou» 
Baie, Sie Mig. Oo. Terre igiohia. Ps 


Mil., Canton, Ba nas... Le Crome, K. ©. 


Nails—Copper and Brass 
Chase Brass & Copper Co., 


Waterbury, Conn. 
Revere Copper & Brass, Rome, N. Y. 


(Continued on page 144) 
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A Heat Hustler Fan Forces Air Througha SingleWarm Air Pipe 


Heats garages, sun porches and other rooms that will not heat by 
gravity. Mounts directly in the warm air pipe. Draws heat from the 
furnace and forces it into the hard-to-heat room. Quick heat for a 
bathroom. 


Four reasons why you should use the American Heat Hustler: 


be It uses a positive pressure, rotary type fan. 
. Motor is outside the warm air flow, adding greatly to life of 
motor and leaving as much space for gravity air flow as before 
the Heat Hustler was installed. 

3. It is quiet. 

4. Furnished for either automatic or manual control. 


Price list, with descriptive literature showing different models, sizes, etc., will be sent you by return mail upon 


receipt of your request. CLIP AND SEND THIS AD IN NOW! 


AMERICAN FOUNDRY & FURNACE COMPANY 


Bloomington, World’s largest manufacturers Illinois 


of blower furnace systems 


HOWES YANKEE HOT-AIR DAMPER be 
os ae ae FURNACE POKERS 
mda STRAIGHT OR BENT 
POINT 


Plain or Japanned 


14”"—5” and 34” diameter 
Lengths from 3 to 6 foot 


Mfd. by DEPT. F 

































IT’S 


TROUBLE. The S. M. HOWES CO. FANNER MANUFACTURING CO. 
PROOF a BROOKSIDE PARK CLEVELAND, OHIO 














NZ 


WLLL dslidididsdisididsididddddiddidididdsdlddddidsddsdlddddsddddsdsddbdsdstssbdbsbsbibhbsn 


“American Seal” 
FURNACE CEMENT 


Roof Cement—Stove Putty 
Plumbers Putty 


PAINTS AND SPECIALTIES 
WILLIAM CONNORS PAINT MFG. CO. 


Established 1852 
TROY NEW YORK 


JAMES L. PERKINS, Western Distributor 
140 South Dearborn Street, Chicago, Illinois 





RYERSON 


IMMEDIATE SHIPMENT FROM STOCK 


More than twenty kinds of prime quality sheets are py 4%, 
ere is a 1 sh 


tock. eet he 
, Angles, Rivets, * polts, Tools and Metal a... A 
Write for Journal cana Stock List 


JOSEPH T. RYERSON & Sow wwe 


Milwaukee te Buffalo Philadelphia 
St. Louls Cl Ae | Cleveland —-y¥ 


WHILLLLLLLLLLLLLLLLLLxX{xX{LLLLLLLLALAALajlalaeazzzzzzcccalaldddiddldda 
: i s 
8 
Compound lever handle—re- 


SYMONDS suap feune-qophinds natin 
easy following of work—an 


N EW CATALOG N 0. 3l exclusive Viking feature. 
“A COMPLETE LINE” 


Just Say the Word—A Postal Card Will Do— Sold Under a Guarantee—Send for Particulars 
L Will Do the Rest ‘ 
digs ianenpaainse ie VIKING SHEAR CO., Erie, Pa. 
SYMONDS REGISTER CO. 2°73! "iobit 
EIRENE SE TE NTE CATES A 
Mention AMERICAN ARTISAN in your reply—Thank you! 
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(Continued from page 142) 


Nails—Hardened Masonry 
Parker-Kalon Corp., New York, N. Y. 


Oil Burners 
Berryman System of Oil Heating. Inc., 


—% 
Bettendorf Mfg. Co., Bettendo Towa 
Bock Oil Burner Co., Madison, Wia 
Mclivaine Burner Corp., al 

Silent Automatic Corp., Detroit, Mich, 


Paint 


Connors Paint Mfg. Co., Wm., 


Troy, N. Y. 


Perforated Metals 


Harrington & King Potonies Co. 


hicago, ll. 


Pipe and Fittings—Furnace 


y 


Henry Furnace & Fdy. Co. 


Cleveland, Ohio 
Meyer & Bro. Co., F., Peoria, Ill. 
Milcor Steel Co. 
Mil., Canton, Chgo., : Te Grome. K. C. 
Osborn Co., The J. A., 

, RN Ohio 


Peerless Foundry Co.. 
Indianapolis, Ind. 


Pipe and Fittings—Stove 
Meyer & Bro. Co., F., Peoria, Ill. 


Milcor Steel Co., 
Mil., Canton, Chgo., La Crosse, K. C, 
a ere 
Barnes Metal Products Or, 
cago. I -. 
Berger Bros. Co., ee. 


Mijcor Steel Co. 
. Canton, Chgo., La Crosse, K. C. 


Punches 
Bertsch & Co., Cambridge City, Ind. 
Hyro Mfg. ew Yo 


rk 

fatoretate * Machinery Co., Chicago, IIL 
Ryerson Son, Inc., Jos. 

Chgo., N. Y., St. L., Det., Cleve. 

W. A. Whitney Mfg. Co.” Rockford, Ill. 


Punches—Combination Bench and 
Hand 


Hyro Mfg. Co., New York, N. Y. 


Punches—Hand 


Hyro Mfg. Co., New York, N. Y. 
W. A. Whitney Mfg. Co., Rockford, Ill. 


Putty—Stove 


Connors Paint Mfg. Co., Wm., 
Troy, N. Y. 


Radiator Cabinets 
Hart & Cooley Co., Holland, Mich. 


Ranges—Gas 
The Beckwith Co., Dowasiee, Mich. 
Mt. Vernon Furnace & Mfg. Co., 
Mt. Vernon, Ill. 


Registers—Warm Air 
Auer Register Co., Cleveland, Ohio 
Forest City-Walworth Run Foundries 
Cleveland, Ohio 
General Products Om, Me. Ind 
ndianapolis, Ind. 
Hart & Cooley Co. Holland, Mich. 
Henry Furnace & Fay Co., - 
Cleveland, Ohio 
Independent Register &. _. ‘_—ee 
Ku-No Register Mfg. Co., oii , 
Columb 
Meyer & Bro. Co., F., Poa Obie 
a —e _ le € 
anton ® . 
Mueller Furnsce . L. edashe 
Milwau " 
Rock Island Register Co. senendlaneg 
Rock Island, 10. 


Tutte & Bailes Mfc “C9 S ohteago, “Ti 
nttle ailev zg. Co » 
United States a ag “gs 

e Creek, Mich. 


Waterloo Register a ‘Waterloo, Iowa 


Register Shields 


General Products Corp. eo 
Indianapolis, Ind. 


Registers—Wood 
American Wood Register Co. 


Plymouth, Ind. 

Auer Register Co., Cleveland, Ohio 

Mileor same r Co., Dover, Ohio 
cor Stee 

. Canton, ~ La Crosse, K. C. 


Regulators—Heat 
Minneapolis-Honeywell Regulator 
0.5 Min —. Minn. 
H. M. Sheer Co. ti. 


White Mfg. Co., smenuagele Son. 


Ridging 


American Rolling Mill Co. 
Middletown, Ohio 
Mileor Steel Co. 


. Canton, Chgo., La Crosse, K. C, 


Rivets—Stove 


Lamson & Sessions Co., 
Cleveland, Ohio 

Ryerson & Son, Ince., Jos. T., 
Chgo. Det., 


Me ge a ae Cleve. 


Rods—Stove 
Lamson & Sessions Co., 
Cleveland, Ohio 
Rolls—Forming 


Cambridge City, Ind. 
In. 


Bertsch & Co., 
hicago, 


Interstate Machinery Co., C 


Roofing Cement 
Connors Paint Mfg. Co., ¥=. se " ¥. 
Lastik Products Corp., Pitt. “Pa. 


Roof Paints 
Lastik Products Corp., Pittsburgh, Pa. 


Roof—Flashing 


Meer Steel Co. 
. Canton, Chgo., La Crosse, K. C. 
Roofing—Iron and Steel 
American Rolling -_ Co. 
iddletown, Ohio 


Central Alloy Division oo lic 
Steel © 


orp. Youngstown, Ohio 
Inland Steel Co., 


Chicago, Ill. 
Mijcot Steel Co. 
Canton, COB La Crosse, K. C. 


dabete Co., 
Cleveland, Ohio 
Ryerson & Sons, Inc., *  * 
Chgo., N. ¥., St. L.. Det., Cleve. 
Roofing—Tin 


Milcor Steel Co. 
Mil., Canton, Ch 
Taylor Co., N. & 


» La Crosse, K. C. 
” Philadelphia, Pa. 


Rubbish Burners 


Hart & Cooley Co., 
New. Britain, Conn. 


Schools—Sheet Metal Pattern 
Drafting 


St. Louis Technica) Institute, 
St. Louis, Mo. 
Schools—Warm Air Heating 
St. Louis Technical Institute, 
St. Louis, Mo. 
Screws—Hardened Metallic Drive 


Milcor Steel Co. 
Mil., Ronn core , La Crosse, K. C. 


Parker-Kalon 
20 0 Warick St., New York 


Screws—Hardened Self-Tapping, 
Sheet Metal 

Mileor Steel Co. 

M Canton, , Chgo., La Crosse, K. C. 


il., 
Parker-Kalon C ore.. 
200 Varick St.. New York 


Screens—Perforated Metal 


Harrington & King Perforating Co., 
Chicago, Il. 


Scuppers 


Aeolus Dickinson Chicago, 


Shears—Hand and Power 
Interstate Machinery Co., Chicago, Ill. 
Marshalltown Mfg. Co. 

Marshalltown, Ia. 


Peck, Stow & Wie. So. i 


nm, Conn. 
Ryerson & Son, am... J eT 
hgo., N. Y., St. L., Det., Cleve. 


The Stanley Electrie Tool Co., 


New Britain, Conn. 
Viking Shear Co., Frie. Pa. 
Yoder Co., The, Cleveland, O. 


Sheet Metal Screws—Hardened, 
Self-Tapping 


Parker-Kalon Corp. 
200 Varick St., New York 


Sheets—Alloy 
International Nickel Co. 
w York, N. Y. 


Republic Steel Corp., al Ohio 


Sheets—Black and Galvanized 
American Rolling Mill Co. 
Middletown, Ohio 
Inland Steel Co., Chicago, 
Milcor Steel Co. 
Mil., Canton 1 ago. La Crosse, x. Cc. 
Osborn Co., T 
Republic Steel C "ychereia: Ohio 
epublic Steel Corp., Yo wn, Ohio 
Rockford Sheet Steel Co. 
"Rockford, Tl. 
Ryerson & Son, Inc., Jos. T. 
et., Cleve. 


i, hs i et de, ee 
Taylor Co.. N. & G.. Philadelphia, Pa. 





Sheets—Iron 


American Rolling Mill Co. 
Middletown, Ohio 
Mileor Steel Co. 


fil., Canton, Chgo., Ta Crosse, K 
Republic Steel Cor.. ce oa Onis 


Ryerson Son, I - 
Chgo., N. Yr. “St. , Det., Cleve. 


Sheets—Tin 
Taylor Co., N. & G., 
Philadelphia, Pa. 
Shingles and Tiles—Metal 
Mileor Steel Co., 
Mil., Canton, Chgo., La Crosse, K. C. 


Sifters—Ash 
Diener Mfg. Co., G. W., Chicago, Ml. 


Sky Lights 


MBigor Steel Co. 
. Canton, Chgo., La Crosse, K. C. 


Snips 
Ryerson 4 Son, Inc., Jos. T. 
Chgo., N. Y., St. L., Det., Cleve. 


Solder—Acid Core 
Kester Solder Co., Chicago, Il. 


Solder—Self-Fluxing 
Kester Solder Co., Chicago, Ill. 


Solder—Rosin Core 


Kester Solder Co., Chicago, Il. 
Solder 
Kester Solder Co., Chicago, Ill. 


Mico Steel Co. 
, Canton, Chgo., La Crosse, K. C. 


Soldering Coppers 
Revere Conver & Brass. Rome. N. Y. 


Soldering Furnaces 


Co., G. W., Chicago, 
% nc., Joa. ™ 
, St. L., Det, Cleve. 


Diener Mis, 
Ryerson & ie. 
Chgo., N 


Specialties—Hardware 
Diener Mfg. Co., G. W., Chicago, IL 


Stars—Hard Iron Cleaning 


Fanner Mfg. Co., Cleveland, Ohio 


Tinplate 


Milcor Steel oo 

Mil, Ganton, Chgo., La Crosse, K. C. 

Osborn Co., tone Je Meta a 
Cleveland, Ohio 

Taylor Co., N. & G., 


Philadelphia, Pa 


Tools—Tinsmith’s 


Cambridge City. Ind. 

Mfg. Co., Chi I. 
ew York. aN. 

aachinery Meg Chicago, Ml. 


Cleveland, Ohio 
Peck, Stow & Wales Co., 
outhington, Conn. 
Rockford Sheet sted” Co., 
Rockford, Il. 
Ryerson 2 Son, yy Jos. 
L., Det., Cleve. 
The Stanley ectrie Too. Co. 
New Britain, Conn. 
dy adie 
n oe ~ A. 
ie aid Rockford, TM. 


pertach & Co.. 





] interstate. 
rm 


Torches 


Diener Mfg. Co., G. W., Chicago, IL 
Ryerson & Son, Inc., Jos. T., 
Chgo., N. Y., St. L., Det., Cleve. 


Trade Extension 
Copper & Brass Research Association 


Nat onal Association of Flat Rolled 
Steel] Manufacturers, Cleveland, Ohio 


Trimmings—Steve and Furnace 


Fanner Mfg. Co., Cleveland, Ohio 


Vacuum Cleaner—Furnace 


pen peace CO 70. P pre Wis. 
tion uper Service 
seemdiir mae ‘oledo, Obie 


Ventilators—Floor 


Aeolus Dickinson Chicago, Il 


Ventilators—Roof 


Aeolus Dickinson Chica: In. 
Be er Bros. Co., Philadelphia, Pa. 
R. Jordan & Co., Indianapolis, Ind. 
Milcor Steel Co., 
Mil., Canton, Chgo., La Crosse, K. C 


Ventilators—Ceiling 


Hart & poooles Co., New Britain, Conn. 
eee ea ™ Cleveland, Ohio 


Wood Faces—Warm Air 


Auer Register Co. it Cleveland, Ohio 
American Wood Register 


Mite Steet © Plymouth, Ind. 
gor ee] Co.. 
. Canton. Chgo., La Crosse, K. C. 





Mention AMERICAN ARTISAN in your reply—Thank you! 








December 20, 1930 





Type “x” 
Also made 
in mal. iron 





For roofs having inside cast 
iron leaders 


“FITRITE” BRONZE “FITRITE” PRODUCTS 
ROOF STRAINERS 


Three Types 


q( 


AMERICAN ARTISAN 





145 








Iron or 
Bronze 


“FITRITE” SKYLIGHT GEARING 
%”"-Y"-1" 


u 
“4 ' 
9 Made also 
» for Chain 
Sizes i Operation 
G . “ 











“FITRITE” One-Piece Ornamental LEADER STRAPS 


FULT 


Copper Elbows <32%, 




















“FITRITE” Mop 








Elbows and Straps sold thru Jobbers only, 
Other Products thru Jobbers or Direct. 








Style “‘L’”’ (Low) 2-3-4” Sizes 





DAVID LEVO 





“FITRITE” Adjustable 
PIPE SNOW GUARD 












Heads and Staples 
ct “H” (High) 3”-4” Sizes Gal. Fits 
Made of Malleable Iron Free Sample of Strap on Request Iron any slate 
Write about or roof of 
“FITRITE” Mop Maker Bronze CY ee} any pitch 





308 Wrst 20°ST. 
NEW YORK 


Write Dept. “A” for details 
and prices 








TT LLL AA 


eceeees 






“4 
he 


[ MSON 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 





CHICAGO STEEL SLITTING SHEAR 


LIGHT—POWERFUL 
DURABLE 


Capacity 10 gauge sheets 
Any Length or Width 
Flat Bars 3/16x2” 
Weight 22 pounds 


Price $15.00 Net 
F. O. B. Chicago 
Made of pressed steel and equipped with 
pro aA Blades of — — - 


eible steel. Most indispensable high grade shears mad qual 
other shears selling at over twice the price. ORDER YOURS TODAY. 


DREIS & KRUMP MFG. CO., 7404 Loomis St., Chicago: 

















PERFORATED METALS 





All Sizes and Shapes of Holes 
In Steel, Zinc, Brass; Copper, Tinplate, etc. 
For All Screening, Ventilating and Draining 
EVERYTHING IN PERFORATING METAL 


THE HARRINGTON & KING eect © 


FILLMORE o> HEAL 20 ILL 





5649 


conc "NEw YORK 





BERTSCH SQUARING SHEAR } 


















Our Line 
Light and 
Heavy 
Ma 
for all 
classes of 
Sheet Meta) 
Plate and 
Structural 
Work 
Capacity 
5’ x 10 ga. 
Shallow 
Gap 
Also buile 
Squaring Shear No. 442 ey Deep 


? BERTSCH @& co., Cambridge City, Ind. a. | 




















The “Torrid” Furnace 
is designed to give a 
tremendous amount of 
heat, much more than 
that furnished by the 
ordinary tinner’s fur- 
nace. 

A fuel saver and gener- 
ating machine of the 
finest quality made at 
the price. 


GEO. W. DIENER MFG. CO. 


404 North Monticello Ave. Chicago 














BOOST 
YOUR PROFITS 


by lowering production costs with 
KESTER Acid-Core SOLDER. The 
flux, “right-in-the-core,” saves time, 
labor and materials, yet turns out per- 
fect sheet metal soldering jobs. Put 
up in 1, 5 and 20-lb. spools. For 
greater returns specify KESTER. 


From all Jobbers 


KESTER SOLDER COMPANY 


4241 Wrightwood Avenue Chicago 
Incorporated 1899 


Feith 


Say you saw it in AMERICAN ARTISAN—Thank — 
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Firms represented in this issue are identified by the folio of 
the page on which their advertising appears. Advertising 
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WANTS AND SALES 


Yearly subscribers to the 
AMERICAN ARTISAN may in- 
sert advertisements of not more 
than fifty words in our Want and 
Sales Columns WITHOUT 
CHARGE for three insertions. 

Such advertisements, however, 
must be limited to help or situation 
wanted, tools or equipment for sale, 
to exchange or to buy, business for 
sale or location desired, and must 
reach our office ten days prior to 
date of publication. This privilege 
is not extended to manufacturers or 
jobbers—or those making a busi- 
ness of buying and selling used ma- 
chines—employment agencies and 
brokers. 

When sending advertisement state 
whether your name or blind number 
is to be used. 
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BUSINESS CHANCES 

















Situation Wanted—By sheet metal worker 
with a good knowledge of pattern drafting. Can 
work from blue prints. Have had school heat- 
ing and factory maintenance experience. Know 
the Standard Code. Am thirty-nine years old 
and married, sober and steady. Address H-529, 
AMERICAN ARTISAN, 139 N. Clark St., 
Chicago, IIl. 





Situation Wanted—If you answer this ad you 
will hear from a man who has had years of 
experience in the stove and furnace business— 
inside and outside, from shipping clerk to exec- 
utive. A responsible position with possibuities 
is more important than location or large start- 
ing salary. Address J-529, AMERICAN 
ARTISAN, 139 N. Clark St., Chicago, III. 





Situation Wanted—Have traveled Michigan 
and Indiana eight years selling high grade 
boilers, cast and steel furnaces and accessories. 
Can figure plans. Have a large acquaintance 
throughout this territory. Am married, own 
car, and can furnish references. Address 
Travers Daniel, Jr., 817 Merritt St., S.E., 
Grand Rapids, Mich. F-530 





SITUATION WANTED 








Situation Wanted—Want work as_ plumber 
and sheet metal worker in shop with Hardware 
store. Have had experience as clerk in store; 
can lay out own patterns and work them. 
Have small family and want steady year ’round 
job. Twenty-five dollars per week to start if 
employed by January Ist. Would consider buy- 
ing good going shop on payment plan. Address 
E-530, AMERICAN ARTISAN, 139 N. Clark 
St., Chicago, Ill 





Situation Wanted—By man 38 years of age. 
Eighteen years experience in all branches of 
warm air heating. Thoroughly understands 
forced, booster and gravity systems; can do 
own layout and drafting. Position wanted 
as salesman for a reliable furnace manufac- 
turer or salesman and engineer for a dealer. 
Best of references furnished. Address X-529, 
AMERICAN ARTISAN, 139 N. Clark St., 
Chicago, Ill 





Situation Wanted—After January first, will 
be open for position. Have had twenty years 
of experience in sales, sales managing and 
handling of canvassers. Can take full charge 
of furnace installations and laying out plans. 
Can furnish surety or cash bond if required. 
Best of References. Address AMERICAN 
ARTISAN, 139 N. Clark Street, Chicago, 
Illinois, Box D-530. 





Situation Wanted—Will operate branch or 
work with furnace manufacturer in Sales De- 

rtment. Have installed furnaces for years. 
m now managing local furnace shop. Can give 
good references of highest quality. What have 
you to offer? Address Mr. G. Van Horn, 1102 
Heston St., Toledo, Ohio. G-529 





Situation Wanted—First Class Licensed 
Plumber, sheet metal worker and heating ma 
steady, sober, and competent in all branches o 
the trade, would like steady position; or will 
take shop on commission. Address Arthur 
Greeter, Lake Geneva, Wisconsin. Z-529 





_ Experienced furnace salesman wishes to asso- 
ciate himself with a reputable manufacturer hav- 
ing a complete line of furnaces. Wisconsin 
territory preferred. Address A-530, AMERI- 
can ARTISAN, 139 N. Clark St., Chicago, 


Situation Wanted — Thoroughly competent 
and reliable journeyman plumber, Illinois li- 
cense, desires steady position year around. Also 
do steam, water and air heating if required. Am 
the kind of man who does the kind of work that 
pleases your customers and holds their trade. 
Try me. Address Mr. M. R. Trisler, 507 N. 
East St., Kewanee, II. F-529 





Situation Wanted—By a first class sheet 
metal worker and furnace man. Not a floater— 
steady and reliable. Will work for board and 
transportation until March Ist. Address Y-529, 
AMERICAN ARTISAN, 139 N. Clark St., 
Chicago, IIl. 





Situation Wanted—By an all around sheet 
metal worker xperienced in all branches of the 
trade; cornice, skylight, tter, ventilation and 
furnace work. Address H. Lense, 2800 Benton 
Street, Edgewater, Colo. P-529 


For Sale—Shop that has been established 40 
years; town of about 12,000; first class work 
only produced in warm air heating, sheet metal 
roofing, and ventilating. Only 3 other shops 
in town. Address Mr. Clyde M. Howell, 208 
W. Third St., Greensburg, Pa. T-529 





For Sale— Sturtevant Furnace Vacuum 
Cleaner, $100 f.0.b. Detroit. Leaving for Cali- 
fornia is reason for selling. Address L-529, 
AMERICAN ARTISAN, 139 N. Clark St., 
Chicago, III. 





For Sale—Tin Shop with living quarters. 
Well established and well equipped. Located 
in a live oil town. Buildings and stock will 
run about $3000. Some terms to reliable party. 
Address J. P. Monday, Box 751, Hobbs, New 
Mexico. W-529 








HELP WANTED 








Wanted—An all around man, who can do 
furnace and plumbing, windmill, pump repair, 
roofing and guttering. Steady work year 
around. State wages, age and experience in 
application. Address S-529, AMERICAN 
ARTISAN, 139 Clark St., Chicago, Ill. 








BOOKS 








The Revised Edition of the New Metal 
Worker Pattern Book by Kittridge and Asso- 
ciates is one book that should be in every shop. 
As a reference book alone it is indispensible. 
Over 500 9xl1-inch pages with 895 illustrations. 
It covers the principles underlying practically 
every problem that is likely to come up in daily 
practice. Beginning with the selection and use 
of drawing tools, the author explains linear and 
geometrical drawing so clearly that one who has 
had nop revious knowledge of arithmetic or 
drawing may understand these essentials and 
apply them. The most approved methods of 
pattern cutting are also given in the course of 
the work... Price, $6.00, postpaid. Order from 
the Book Dept.. AMERICAN ARTISAN, 139 
N. Clark St., Chicago, Ill. 





Department Heads and 
Salesmen 


Wanted by a large department store chain for plumbing, 
heating, hardware and paint department. Permanent posi- 
tion, with opportunities for advancement, for men who are 
qualified by experience to plan and figure plumbing, heat- 
ing and furnace jobs and have complete knowledge of the 
operation of a country hardware department. 


All replies must be complete as to experience, age, past 


and present salary. Address G-530, AMERICAN ARTI- 
SAN, 139 N. Clark Street, Chicago, Illinois. 














Mention AMERICAN ARTISAN in your reply—Thank you! 
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SEND FOR FREE SAMPLES TODAY 











Do a quicker, better elbow wrapping 
job—make a better profit 











by using— 


when it’s wet— 
it’s white when 
it’s dry.” 


ASBESTOS 
ELBOW WRAPPERS 
IN CONTINUOUS ROLL FORM 


It’s the modern way of wrapping elbows. Each roll contains segments for covering 25 
complete elbows. Made for 8, 9, 10 and 12 inch four piece 90 degree elbows. 
Non-Con-Dux Asbestos Elbow Wrappers speed up the job—make neater jobs and save 
wasteful cutting. 
Non-Con-Dux Asbestos Insulating Felt Paper for covering warm air runs, is the toughest 
paper on the market when wet and it dry out pure white. Non-Con-Dux is put up in 
rolls 18” or 36” wide weighing 50 and 100 lbs. If you only cover the joints use 
Non-Con-Dux Pipe Joint Tape. 
Write for free samples and test its toughness right now 
WE ALSO MANUFACTURE CORRUGATED ASBESTOS PAPER AND 
INSULATION FOR STEAM AND WATER JOBS 


GRANT WILSON, INC. Se Wied: 























START THE NEW YEAR RIGHT—ACT TODAY 
TRADE IN your OLD MACHINES 


Tell Us What You Have to Trade in and What You Want 
to Get and We Will Quote You On 


“Interstate” New and Used Equipment 


All Prices Have Been Reduced for Quick Turnover— 
Over 500 Individual Machines Ready to Ship 


Write for Bargain Bulletin 


INTERSTATE MACHINERY COMPANY 











New Address 130 SOUTH CLINTON ST. CHICAGO, ILLINOIS 
MEN WANTED! 


fe itis! x 


Prepare for the New Business Cycle 
This 1930-31 Is Your Greatest Opportunity 


Business in genera! 1s starting on its upward swing. Don’t wait to see and lose 
out; but Prepare this Fall, Winter and Spring to open new doors of Opportunity. 
; We have just revised and enlarged our unexcelled Home Study Courses. They are 
now brand new, giving you 1931 Trade conditions. This is our 21st year in 

Training Monarchs of the Trade. Let. us include YOU in our Student Body this Fall—helping 
you secure more steady work, better positions and opportunities—that come only through the open 
door of a Technical Training. 
Every interested man should write NOW for his copy of our new Directory; it is free to ambitious 
men anxious for Advancement. Write today. Check your Course. 

[j Sheet Metal Design and Pattern Drafting. [] Special Warm Air and Forced Air Heating. 

(-} Specialized Short Sheet Metal Courses. (CD Air Conditioning for Fan H. & V. Eng. 

(CD Heating Ventilating Engineering. (CJ Contracting and Estimating. 


THE ST. LOUIS TECHNICAL INSTITUTE 4843 CLAYTON, Ave. 







ST. LOUIS, MO. 
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YL, pp & 
Skuttle file 

l/s 
AUTOMATIC: CBS Cea 5h HUMIDIFIER 


Your humidifier requirements 
will have immediate attention 


Prompt shipments— 
Fair prices 








J. L. SKUTTLE COMPANY (07°0407-444, 4477-47 | 
DOWAGIAC Lock Box No.60 MICHIGAN 9 (40°00 3 0 ys A ED 























December 20, 1930 


SPECIAL NOTICES 


The Rate for Special Notices 
—displayed want ads— 
$3.00 per inch per insertion 


When sending copy, state whether 
your name or blind number is to be 
used—also how many insertions are 
desired. 











ATENTS 


HUBERT E. PECK 
Patent Attorney 


Barrister Bldg. WASHINGTON, D. C. 





WANTED 


Capable experienced retail furnace salesman by 
distributor in Chattanooga, Tennessee, for a 
popular priced line of both steel and cast iron 
furnaces. This salesman will be made Manager 
of this department, having charge of furnace 
sales, repair work, and cleaning furnaces and 
boilers by vacuum. Territory will consist of 
some 20 counties with Chattanooga as center. 
Must be able to lay out jobs, prepare working 
sketches and give general supervision to in- 
stallations. Excellent opportunity for right 
man. Give full information in reply, together 
with a list of references. Address H-530, 
AMERICAN ARTISAN, 139 N. Clark St., 
Chicago, Ill. 





Manufacturers’ Repre- 
sentative 


would like one or two good lines for Western 
coast. Can guarantee real service. Address 
J-530, AMERICAN ARTISAN, 139 N. Clark 
St., Chicago, Ill, 





Manufacturers Agents 


Wanted to sell our furnace cement, roofing 
paint and cement and calking compound. Our 
consistent trade paper advertising is creating 
demand. Exclusive territory given with liberal 
commission. Address B-530, AMERICAN 
ARTISAN, 139 N. Clark St., Chicago, Ill. 


TOOLS AND MACHINES 








Wanted—An eight or ten foot hand or power 
used brake to bend 4%” plate. Address Jacob 
Brenner, 45-47 Third Street, Fond du Lac, 
Wisconsin. C-530 





Wanted—One 8’ Cornice brake 14 or 18 Ga. 
and lighter. Address J. R. Wright, Audobon, 
Towa. R-529 


MISCELLANEOUS 








We are open for an Exclusive Agency on 
Roof Paint in the states of New York and 
New Jersey. Address Stove Manufacturers 
Corporation, 184 Mulberry St., Newark, N. J. 

E-529 





Mention AMERICAN ARTISAN in your reply—Thank you! 
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ey QUAKER CITY igi). 





ue “Quaker Cit)” Double Seamed Reinforced Corner Miter is built to withstand the extreme 
ravages of the weather. The seam is extra wide and the exclusive reinforeed corner allows for 
expansion and contraction, Strongly built’ of the best) materials—Galvanized Steel. Armeo Lron. 
Ponean Metal or Copper. 


It will pay you to use this. the most sersvice- in cartons containing two dozen—any jobber 
able miter enabling vou to render greater satis will supply vou. 


If vour jobber cannot supply vou promptly. 
order direct. sending us sour jobber’s name with 
Vhe Quaker Cit) Miter comes neath packed — vour order. 


faction and make a better profit. 


Made by the makers of the famous “Quaker City” line of 
End Pieces. Outlets and Caps 


BERGER BROTHERS €0O..229 to 237 Arch S8c.. PHILADELPHIA 























See the new single tin SELFLOCK 
Wall Pipe ... with the end lock 
that is as strong as the pipe itself! 
An entirely new and complete line 
of MILCOR single tin wall pipe 
and fittings for first and second 
floor use. No tools, no solder, no 
sheet metal screws, are needed. 


S ETF, I0Aa 
SETFLOce Vy 

















Again Milcor leads the way in new developments in furnace pipe 
and fittings ... and describes them completely in this new catalog. 


Useful and practical data on warm air heating is included in this new 
book. The complete Milcor line is illustrated and described in detail. 


You pay no more for the exclusive features offered by Milcor. Be 
sure you become acquainted with them. 


Make this new catalog your estimating and buying guide. Fill in the coupon, now. 





1417 Burnham St., Milwaukee, Wis. Canton, Ohio ! 
Chicago, II. Kansas City, Mo. La Crosse, Wis. MILCOR ST EEL COMPANY OC ) 
_ 1417 Burnham Street, Milwaukee, Wisconsin 
Sales Offices: N York, 418 Pershing Square B x- Boston, M 
I B Atlanta, Ga, 207 Bona Allen Building; M Please send me a copy of your new catalog No. 30. 
M 642 B J Excl Building; Little 
R Ark 104 W. Markham Sereet —_— — OC 
Address 


City State 
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